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How do top auto 


dealers win first 
place in sales? 


Index on page 7 


Television will give 
most people first look 


at new models 
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SYRACUSE 
in these OMAHA 


4 key markets 4 KANSAS CITY 
PHOENIX 


heonuse Monedith, stations are, 
"Ome of the Family ” 











KANSAS CITY KCMO KCMO.-TV The Katz Agency 
SYRACUSE WHEN WHEN-TY The Katz Agency 
PHOENIX KPHO KPHO-TV The Katz Agency 
OMAHA WOW WOW.-TYV John Blair & Co.- Blair-TV 


Meredith Stations Are Affiliated With Better Homes and Gardens sn Successful Farming Magazines 
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One Does It 
In Des Moines! 

















KRNT-TV SCORE 


311 FIRSTS 


in 485 Quarter Hours 


(THE JUNE A.R.B.) 

















TOP TEN MULTI-WEEKLY 














*KRNT-TV isis tie 
* 1. Russ Van Dyke News................6. 10:00 P.M........... 37.7 
a 10:20P.M........... 270 
* 3. Paul Rhoades News .................. 6:00P.M...........148 
<5 ares 10:45AM...........137 
DFR SONG FUE occ scscsnsesccceses 10:00 P.M........... 134 
* 6 As the World Turns................... 11:30A.M........... 13.4 
* 7. Search for Tomorrow.................. 10:30AM........... 125 
* 8. Don Soliday News ............0.00005 ae 124 
ME ooo wi dens tancévacaes sashes 12:00 Noon......... 118 
> \, § ERE eee 10:15AM........... 108 





TOP TEN ONCE-A-WEEK 








A COWLES OPERATION 








*KRNT-TV Average Rating 
No os si ncanseseseosiead 40.0 
et a 1 os snap chabenennel 35.5 
a  lnaanbeoentel 35.4 
ky SES re: 
es oss cpeaknacesetande 318 
ie Sines nsenscnoonanviineee 

ee igs can aauniptnvenel 28.8 
Neen ee cud sapeteudaanent 28.5 
NN oe ks swe ehuaedeenend 28.2 
Full Power Channel 8 In lowa 5 i Se aR RR Me 78.0 
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Thirty years together as one of America’s 
best-loved comedy teams, AMOS ’N’ ANDY 
are bigger and better than ever in their 
fun-packed syndicated series. Stripped across 
the board, the 78 half-hours are attracting 
large daytime audiences in such major markets 
as New York, Philadelphia, Springfield ( Mass.) , 
Washington, D.C. and Providence. And in 
Baltimore, the show is consistently the top- 
rated multi-weekly show on the air. AMOS ’N’ 
ANDY rate high with nighttime viewers, too, 
in a wide variety of markets: Detroit (17.2), 
Jackson, Miss. (34.8), Joplin, Mo. (30.0) and 
Mobile (25.7). Naturally AMOS’N’ ANDY are 
advertisers’ favorites as well... Food Fair (now 
in its third year of continuous sponsorship) , 
National Home Furnishers, Brown & Haley 
Candy, Fidelity Federal & Security Life 
(insurance) and Kroger Food Stores, to mention 


a few. For hats-off results in your area, buy... 


® CBS TELEVISION FILM SALES, INC. 


“_.. the best film programs for all stations” 

Offices in New York, Los Angeles, Detroit, Boston, San Francisco, 
Chicago, St. Louis, Dallas, Atlanta. In Canada: S. W. Caldwell, Ltd. 
Source: Latest Pulse and ARB 








WREC-TV, Channel 3 is 
Always First in Memphis! 


Jil by AR BI 
WREC-Ty STATION *8979 




















MEMPHIS’ 






STATION “4f79 






Ful by PULSES 
TELEVISION STATION Pa RATING. POINTS 


STATION 





CHANNEL “3 MEMPHIS TELEVISION 
Covering the entire Mid-South! 


Represented Nationally by The Katz Agency 


6 September 9, 1957, Television Age 















NEW 


CHARLIE 
CHAN 
SELLS! 


SEPTEMBER 9, 1957 


Television Age 





29 RIDING HIGH, WIDE AND 
HANDSOME 
Good year spurs auto firms to give tv 
audience more chances to see new cars 


34 AUTO DEALERS 
Television is basic in the advertising plans 
of firms with top sales records 





38 WESTWARD WHOA 
Pulse survey finds that Easterners go for 
oat operas, but enough is enough 


PUBLIC-SERVICE REPORT 
Regular quarterly check reveals that April- 
June pace is far ahead of °56 


4 


_ 


42 PUBLIC-INTEREST PROGRAMMING 
IDEAS WIN ACCLAIM, AWARDS 


43 THE AGE OF TELEVISION: 


An editorial 78 markets snapped up in first 


six weeks! Coca-Cola in Atlanta! 
NBC O-&-O in Los Angeles! 
Dixie Beer! Bowman Biscuit! 
Prescription 1500 in 10 markets! 
| J. Carrol Naish, the NEW 
Charlie Chan, “‘the best ever 


DEPARTMENTS to do the role.”’ See it today, 
and you'll have to agree the 
13. Publisher’s Letter 51 Spot Report new CHARLIE CHAN sells! 


Report to the readers Digest of national activity 


16 Letters to the Editor 67 Washington Memo 


The customers always write Tv and Capitol Hill 


21 Tele-scope 69 Wall Street Report 





What's ahead behind the scenes 


23 Business Barometer 
Measuring the trends 


The financial picture 


Station Directory 


Quick guide to tv stations 





25 Newsfront 81 - the Picture : Hurry! Markets are 
The way it happened Portraits of people in the news poms, eperves 
phone for private 
screening! 
45 On Film 82 In Camera 


Roundup of news 


The lighter side 





Television Programs of America, Inc. 
488 Madison Ave., N. Y. 22 « PLaza 5-2100 
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“things aren't 









what they 


used to be’ 


This sorrowful gentleman 
(like so many television 
station executives today) 
has a problem. 


Once upon a time — and not very long ago — his station was synonymous with his market 
in every advertiser’s mind. Now he finds this less and less so. Whose fault? Well, maybe 
it’s not really his. 

Since 1952, the number of TV stations has multiplied almost fivefold. There are 
enough applications pending to soon make it eightfold. Small wonder it becomes harder 
and harder for an individual station to stand out . . . to maintain its identity and prestige 
among advertisers and their agencies. Ordinary production line representation can’t do it. 

But specialized representation, tailored to a station’s character, will. Created by 
Harrington, Righter and Parsons, it sells the individual quality, prestige and local leader- 
ship of a station along with its availabilities. This takes a lot more than phone calls and 
routine sales visits. 

Specialized representation is possible for only a few . . . for stations of the caliber 
listed here. Perhaps you, too, belong among them. 


HARRINGTON, television — the only medium we serve 


6.0 we a TE & 8.4 BS oe Oe eee 6 S14 G6 OS. 6 OOO 6 6 eevee eee eee 


RIGHTER WCDA-B-C Albany WABT Birmingham WBEN-TV Buffalo 
WIRT Flint WEMY-TV Greensboro/Winston-Salem 
& PARSONS, Inc. WTPA Harrisburg WTIC-TV Hartford WDAF-TV Kansas City 
seins Vein cael, WHAS-TV Louisville WTMS-TV Milwaukee WMTW M:. Washington 


SAN FRANCISCO * ATLANTA * BOSTON WRVA-TV Richmond WSYR-TV Syracuse 
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WKRG-TV LEADS THREE WAYS 


No matter how you measure it, WKRG-TV is number one by a large 
margin in this Billion-Dollar Market. 


NIELSEN 
A.R. B. 
PULSE 


Report number two shows WKRG-TV leading 
in every department . . . covering 33 to 26 
counties for Station “X”, with 45,000 extra 
homes in Channel 5’s area. 


(Feb., ‘57) WKRG-TV leads 281 to 150 in 
measured quarter-hour segments. At night, the 
lead is 139 to 59! 


Telepulse (Sept., ‘56) shows WKRG-TV leading 
in 275 quarter-hours to 171 for Station “X”. 


HERE’S THE BILLION-PLUS MARKET 


Within the area of WKRG-TV’s measurable audience lies 1,258,000 


people . . 


. 336,000 families with a Consumer Spendable Income of 


$1,467,000,000 and Total Retail Sales of $1,060,054,000 (all based on 
latest published SRDS figures). 


Even if ratings were equal, which they aren‘t, here is the Coverage- 
Bonus WKRG-TV gives you in Big, Billion-Dollar Mobile: 








Total 














Population Families C.S.1. T.R.S. 
WKRG-TV 1,258,000 336,000 $1,467,000,000 $1,060,000,000 
Sen. “X” 1,087,000 290,000 1,316,000,000 954,000,000 
Bonus 161,000 46,000 $ 151,000,000 $ 106,000,000 
Channel 





CBS 


WKRG-TV 


Reps: 
Avery-Knodel 
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At the summit | 


In every community, there is always one station at the top. It has achieved 
leadership through excellence in facilities, perfection in programming, and service | 


to the community that goes beyond entertainment. 


In Oklahoma City, Montgomery, and Tampa - St. Petersburg, those stations 
are WKY Television System stations—outstanding in their markets, and the 


logical choice for your advertising. 


THE WKY TELEVISION SYSTEM, INC. 


WTVT WKY and WKY-TV WSFA-TV 
Tampa-St. Petersburg Oklahoma City Montgomery 


Represented by the Katz Agency 


@ * 


ce 
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WILMINGTON +: PHILADELPHIA 
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IN_ DELAWARE VALLEY 







What an opportunity for a timebuyer! 
Now 7,000,000 people can see the 
bright new VUE on Channel 12! Our 
powerful new transmitter . . . located 
just across the river from Philadelphia 
... blankets the Nation's 4th richest 
market. Greater sports coverage, the 
Big 50 Movies, top-rated half-hour 
syndications and favored local per- 
sonalities like Pete Boyle and The 
Selbys are building audiences fast! 


For the first time in years you can 
grab a television FRANCHISE in the 
Delaware Valley . . . 1f you act fast. Get 
a good VUE of the new VUE today! 


SALES OFFICES: 

New York 

625 Madison Ave., Plaza 1-3940 
Chicago 

230 N. Michigan Ave., Franklin 2-6498 
San Francisco 

111 Sutter Street, Sutter 1-8689 


Represented Nationally by THE KATZ AGENCY, INC. 














Letter from the Publisher 


Transition Period 


Television is undergoing an interesting transition with respect to 
the buying and selling of time this fall. 

While agencies and advertisers predict that the amount of money 
to be spent in spot tv will probably be greater than last year, at the 
same time they report that they are even more carefully assessing 
their spot buys on a market-by-market basis. This means more ag- 
gressive selling on the part of the stations—selling their facilities as 
well as their market—but it also means a readjustment of standards 
on the part of the buyers. 

As Edward Petry has pointed out in a statement that should be 
emblazoned on the wall of every timebuyer’s office (see Spot Report 
Aug. 26), “For the first time in its eight years, spot tv buying is 
going into a period that calls for new formulas and standards and a 
much more thorough evaluation of tv stations as entities—their 
programming, audience loyalty, facilities—yes, even the ability of 
management. 

“During the next six weeks at least,” he continues, “the old yard- 
sticks will be out the window. Of greater importance than ever be- 
fore will be a correct appraisal of each station’s standing in its 
market, a feeling for the calibre of its management, the study and 
weighing of a property’s fall programming plans, full understand- 
ing of its publicity, promotional and merchandising set-up and 
knowledge of the comparative standing of its local talent in the 
market.” 

Many stations are faced with the problem of selling their market, 
and while market rank is important, there is probably no spot list 
that is compiled according to the chronological status of cities. 
Distribution patterns, competitive situation and other factors may 
determine the list of markets. And as our Changing Television 
Market Studies dramatically show (see Market Study on the Vir- 
ginia-Carolinas market in our Aug. 26 issue), television is carving 
out its own marketing areas. These marketing areas have to be 
equated against the market pattern of the advertiser, and this is a 
never-ending selling job on the part of the station. 


Secret of Sales Success 


This issue of TELEVISION AGE features our annual survey of 
automobile marketing plans. Again this year, as in the past, one 
factor is noticeable—when dealers are consulted about advertising, 
or are spending their own money, invariably they choose television. 
And they have good reason for this preference. 

The product group success series article, “Auto Dealers,” which 
begins on page 34, includes more than 60 franchise holders, located 
in all sizes and kinds of markets in every part of the country, who 
are using television successfully. It is no accident that a number of 
these dealers are leading distributors for their make of car, either 
for the area, the state or the nation. Television, these sales execu- 
tives have found, helps develop sales leadership, even when 
the product to be sold is as big an investment as the modern auto- 
mobile. 


Cordially, 


Sy. eect 

















ACRAMENTO, CALIFORNIA 


VHF Stotion in California's 





Buying 
Sacramento, 
California? 


NEW, 1957 
NIELSEN 
COVERAGE 
STUDY 
AVAILABLE! 


®. 


Ask Petry for Coverage 
and Audience Data on 
the Highest Rated 
NEC Station 

in the West 





The Only Low Bond 


Great Central Valley 


CHANNEL 
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Mark this market — 


on your list! : 





CENTRAL AND SOUTHERN ALABAMA is big. It’s rich. It’s WSFA-TV’s 35 Alabama counties * 
important to you because it is the home of more ie : 

R ‘ ick a ochuhia teh ees § » sae eee 1,093,100 
than 1,000,000 people — —* of Alabama's RR ee Ee ARE $ 741,637,000 
population and retail sales! Food Store Sales................. $ 184,927,000 
You reach Central and Southern Alabama only Drug Store Sales................. $ 21,859,000 | 
through WSFA-TV. You cannot cover it with any Effective Buying Income.......... $1,062,690,000 


other TV station or combination of stations! 
* Does not include 3 Georgia and 3 Florida bonus counties 


Mark Central and Southern Alabama on your list . ; , 
Se es s Source: Sales Management Survey of Buying Power, 
...and buy it with WSFA-TV! May 1957. 


a ee ee os 





The WKY Television System, Inc. 
WKY-TV and WKY Oklahoma City 
WTVT Tampca-St. Petersburg 





Represented by the Katz Agency 
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WSFA-TV 


ALABAMA 
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NIGHTTIME 


WSAZ-TV 


DELIVERS 1000 HOMES 
BETWEEN 

7:30 and 10:30 P. M. 
FOR $1.30 


The second station’s 
cost per thousand 
homes is $2.39 

84°o Higher 


The third station’s 

cost per thousand 
homes is $5.42 
317°o Higher 


AND ANYTIME 
WSAZ-TV delivers 
ONE THIRD more 
total homes than 

both other 
Huntington-Charleston 
Stations COMBINED 


Sourci June 1957 ARB 
All figures based on 


time ftrequency 


VA 


W.B.C. NETWORE 


CALL YOUR KATZ MAN 
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Real Services 
. . You have certainly given us 
wonderful service in a lot of areas, 
and we want you to know that we do 
appreciate it. . . . Your recent issues 
have been most outstanding, and you 
have been rendering real services to 

the industry. 

NORMAN KNIGHT 
President 
Yankee Network Division 


RKO Teleradio Pictures 


Important Source 

. your magazine gets bigger and 
better with each issue. We find it a 
very important source of information 
on the hows and whys of television, 
and also consider it one of our best 
sales tools. Congratulations on the 
good work you are doing, and we 


know that you will continue to do your 
best for the entire tv industry. 

NATE MILDER 

Director of Sales 

WHiIz-Tv Zanesville 


Toll Survey 
Will you be so kind as to send us a 
copy of your issue outlining the con- 
clusions of your survey of subscrip- 
tion-television possibilities in the New 

York area? 

Epwarp G. Doopy 
Edward G. Doody & Co. 
Media Research 
St. Louis, Mo. 
Note: Supply of the July 15 issue of Tv AcE 


is exhausted, but tear sheets of the toll-tv 
article have been sent to Mr. Doody. 


More on Spot Issue 

Just a word of compliment on the in- 
teresting and comprehensive study of 
spot tv advertising in the current issue 
of TELEVISION AGE. It is the most 
searching and clear analysis of the 
medium I’ve seen. You and your staff 


(Continued on page 18) 





























“For Heaven’s sake man, don’t leave me like this! 
Turn on WOOD-TV” 


WOoOOD-TV 


woobDiand Center, Grand Rapids, Michigan 
WOOD Broadcasting Inc. - A subsidiary of Time, Inc. + Licensee of Radio Station WOOD, 
5,000 watts, fulltime, NBC ~ Television Station WOOD-TV, channel 8, 316,000 watts 
€.r.p., 1000-foot antenna, NBC Basic, ABC Supplementary - Represented by Katz Agency 





(Everybody in Western Michigan is a wooDwatcher.) 








ee 








newest 

of the 
NEW 

in 
Pittsburgh 


WIIC 
CHANNEL 11 


sasic NBC-TV arritiate 


REPRESENTED BY BLAIR TY 
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Letters (Continued from page 16) 


of editors are certainly to be compli- | 


mented. 
CHARLES R. Stuart Jr. 


Advertising Manager | 
Bank of America | 
San Francisco | 


. . » | read with interest the spot 


round-up for fall, and the comments | 


made by various and sundry adver- 
tisers. The article was extremely inter- 
esting to me and gave me a thumbnail 


sketch on the thinking of other people | 


who are using a substantial amount of 
television advertising. . . . 
A. G. Waack 


Vice President, 


Director of Advertising, | 


Household Finance Corp., Chicago 


Product Group Reprint 
Congratulations on the series of 
product success stories you are run- 
ning. . . . In fact, it is in regard to 
number 28 of the series, entitled “Res- 
taurants and Cafeterias,” that | am 


writing. I would like to have our mem- | 
bership, some 60,000 food-service | 
establishments, see this article on how | 
restaurants are making a success of | 


television advertising. Our plan for 
getting the information to them is to 
reprint your story in the Ad-Builder 


we are preparing for October, which 


will be our 30th annual promotion of 
Restaurant Month. 
Ravpu G. PETERSON 


Director of Public Relations | 


National Restaurant Association 


Chicago | 


Source Book 
Please send me your “Source Book 
of Tv Success Stories” and the 5 re- 


prints of the product group success | 


stories as indicated, “Shoe Stores & 
Manufacturers”, “Insurance Com- 
panies”, “Men’s Clothing Stores”, Eiec- 


trical Appliances”, and “Restaurants | 


and Cafeterias.” 
Grace M. DaNELo 
Asst. Dir. Radio-Tv 
The Rumrill Co. 
Rochester, N. Y. 
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Some of the 
Nation’s leading 
advertisers who 


have made their 
buy on WLW-I! 


Angel Flake 
Ayds 
B C Remedy 
Butterfield Potatoes 
Colonial Stores 
Dream Whip 
Fall City Beer 
Fisher Cheese 
Folger’s Coffee 
Instant Fel’s Naptha 
Instant Maxwell House Coffee 
Jello 
Kahn’s Wieners 
Kools 





fand By! WLW-1.. . live-wire new member 
of the famous Crosley Group is ready to throw 
the switch and go on the air in Indianapolis! 
And, already, many sponsors have signed up 
on WLW-I for these good reasons: 


WLW-I Top Programs — Ful! ABC Network 
affiliation with the finest programs. PLUS 
Crosley originating programs like the one 
and-only Ruth Lyons 50-50 Club and the 
famous “Midwestern Hayride,” both tele- 
vised in COLOR! 


WLW-I Top Audience — Top programs mean 
top audience. So WLW-I will be packing 
in a full house of TV audience to really bring 
home the business for sponsors — like the 
other Crosley Stations. 

WLW-I Top Promotion — Crosley’s exclusive 
promotion department is turning on the 
current all over to cover the trade fronts 


with mighty unmatched merchandising — 


tying in products, programs, personalities. 
So it's no wonder a long list of sponsors has 
already signed up on WLW-I in Indianapolis. 
Get your products on WLW-I .. . NOW! For 


your best buy .. . best buy WLW-I! 


newest member 
of the famous 
Crosley Group 


WLI/- 


MASTER 












‘ . 7 
ON indianapolis 
MAXIMUM POWER /MAXIMUM TOWER 
Kresge Stores Puffin Biscuits am 
LaF rance Saraka 
Libby Pineapple Serta Mattress 
Manchester Hosiery Sheer Magic 
Marlboro Slenderama 
Max Factor Stokely-Van Pomorie s 
i i Cake Mix 
Nu-Maid Margarine Swans Down 
O’Keefe & alorrité Ranges Tetley Tea Full ABC Network Affiliation 
P tte Sargent Paints Vel Sales Offices: New York, Cincinnati, Chicago 
cor , Vermont Maid Syrup Sales Representatives: NBC Spot Sales: Detroit, 
cons - wranainghiai . oegie B Los Angeles, San Francisco « Bomar Lowrance & 
Senge ee dase mek o Associates, Inc., Charlotte, Atlanta, Dallas 
son Mi 
Profile Brea Crosley Broadcasting Corporation, a division of Aveo 





Profile Bread Wonder Bread 
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KPRC-TV 


offers the great 









“_ FILM PACKAGE 


1 ‘ 


EDWARD PETRY & CO. 
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South American Network 

Industrialist Henry Kaiser is understood to be setting up 
a television network in South America. Two ex-NBC ex- 
ecutives, Mort Werner, Kaiser’s vice president in charge 
of television activities and Pat Weaver, the firm’s television 
consultant, are currently planning the details of the move. 
They are interested in buying into existing facilities as 
well as building new operations. 


New Lever Soap 

Lever Bros. Co. has a new soap named Gayla which it 
will be testing via tv and print. Following the usual Lever 
pattern, if these tests prove successful there will be more 
action in these as well as other media. Batten, Barton, 
Durstine & Osborn, Inc., New York, is the agency. 


Toni Tests Spot 

Toni is testing spot to supplement its network coverage. 
In markets where a satisfactory network signal does not 
penetrate the company is buying spot announcements, 
using the same commercials that appear on its network 
programs. Sales results in the area are being checked 
against those in areas which have good network pene- 
tration. 


Comic Strips Program Themes 

New tv shows coming soon may include stories based 
on such comic strips as Brenda Starr, Dondi, Moon Mul- 
lins, Winnie Winkle and Gasoline Alley. The tv rights to 
these newspaper features have been obtained by producer 
Nick Pery from The Chicago Tribune-New York News 
Syndicate. Mr. Pery plans to make tv versions of the strips 
in both live-action film and animation. He intends to go 
into production first with Brenda Starr and Dondi. 


Slenderella on Live Shows 

Slenderella International, through Management Asso- 
ciates, is interested only in buying into live shows. It has 
already spotted announcements on local live shows in 
New York and Milwaukee and plans similar placements 
in Chicago, Cleveland, Detroit, Houston, Kansas City and 
Los Angeles. Also possible markets are Philadelphia and 
Washington. These schedules should be underway in mid- 
September or later. John Curran is the timebuyer. 


National Biscuit Campaign 

National Biscuit Co., through Kenyon & Eckhardt, Inc., 
New York, is starting its cereal campaign with minutes 
placed in children’s programs in close to 50 markets. 


These schedules are slated for 39 weeks. Desmond O'Neil 
is the timebuyer. 


Bon Ami Spots 

The Bon Ami Company’s new Jet Bon Ami campaign 
is getting underway in national magazines, daily news- 
papers, Sunday magazine supplements and spot television. 
In spot the firm is placing 10 announcements per week in 
some 50 markets for 10 weeks. Ruthrauff & Ryan, Inc., is 
the agency, Mary Dowling the timebuyer. 


Telemeter Seeks Customers 

Exhibitors representing 75 per cent of the theatre capac- 
ity in the country have expressed interest in Telemeter’s 
system of pay-as-you-see-tv, according to executives of the 
Paramount-sponsored company and around 100 have made 
applications for franchises. In ‘three weeks of demonstra- 
tions, just closed in New York, some 1,700 persons, in- 
cluding 250 exhibitors, saw the system in operation. 
Barney Balaban, president of Paramount Pictures, review- 
ing the large amount which his company has invested in 
Telemeter, says that their next ventures will be commercial 


with the intention of earnipg a profit on this initial invest- 


ment. 


me 


Tv to Sell Tv 

The TvB plan, announced by president Norman Cash at 
the recent Chicago board meeting, to use the television 
screen to show the people the story of television, speaks 
well for the trade association’s faith in its medium. “There 
is no better way to reach the public,” Cash told the direc- 
tors, outlining a program of monthly themes for the “On- 
Tv” campaign. 


Cigar Campaign 

Consolidated Cigar Sales Co. is starting a spot campaign 
for Dutch Masters in about 15 selected markets. The sched- 
ules consist of nighttime minutes and 20’s and will run 
for 13 weeks. Erwin, Wasey & Co., New York is the agency, 
Bob Morton the timebuyer. 


Network Audience Up 

Network television’s audience for the average evening 
program is 4] per cent above that in 1955 and 21 per cent 
above 1956 according to Nielsen figures just released by 
TvB. The network daytime audience is up 33 per cent 
over 1955 and 11 per cent over 1956. An estimated 1,308,- 
000 more homes are watching the average evening network 
program this year than were one year ago. 


September 9, 1957, Television Age 





ON THE AIR 
tS ie st a oe @) 
ge THE WORLD .SERIES 


CLARKSBURG, WEST VIRGINIA Channel 12 


Covering the Virgin Market of Central W. Va.-Clarksburg-Fairmont-Morgantown 


CAPTIVE AUDIENCE, 605,000 POPULATION. Cradled in the hills of West Virginia, this lusty, thriving 
market — rich in coal, oil and gas — untouched to date by a direct TV signal — is all yours on wBoy-Tv. 
Budget now for Fall and Winter sales on WBoy-TV. 


UNTERCONNECTED WITH A member of The Friendly Group } WSTV, WSTV-TV Steubenville; KODE, KODE-TV, Joplin; 


ww ‘S| : WBOY, WBOY-TV, Clarksburg; WPIT, Pittsburgh; WPAR, Parkersburg. 


George Clinton, General Manager « Represented by Avery-Knodel e National Sls. Mgr., Rod Gibson, 52 Vanderbilt Ave., New York; MUrray Hill 3-6977 
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Business barometer 


AS expected, both local and spot television billings showed a decrease in June, 
but the drop was not as great for either as it was a year ago. 


Local billings showed a decline of 7.8 LOCAL BUSINESS 
per cent over those in May, while a ie ee et ie 
national spot was off 8.3 per 


cent for the same period. ~ 





J 
Z. 
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A year ago local billings showed a June- . 


over-May drop of 9.1 per cent, 0 
while national spot declined 9.4 1956-5 ( 
per cent. ( 
In 1955 the June decline was 6.4 per =a 
cent for local and 6.9 per cent epSS-5S = 
for national spot. ~~ ’ 
And _a year before that, in 1954, the a 
June drop was 4 per cent for o 
local and 5.2 per cent for 1954-55 a 
national spot. 1s 


The apparent pattern, which the charts 
on this page show graphically, 


is very much the same, with the ee . 
June drop for both local and 

Spot becoming more severe from 

1954 through 1956. This year there is a slight easing in the summer 
decline. 

















As the charts indicate, the pattern for SPOT BUSINESS 
local business for the three on ' ao i oN 
years shown is very similar, with 
October gains, slight deviations 
in November and December, drops 
in January, gains in February 
(except for 1957), sharper gains 1956-57 
in March, and smaller gains in 
April and May. 
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National spot, on the other hand, shows = 
more variation in its three- 

year pattern. Of the nine months 1955-56 
shown on the chart the trend 

in only five is similar, and even 

for these there is a great deal 

of difference in intensity of ; 
the trend. | ae 








Spot shows consistent gains in October, 
in November it drops in both 
1956 and 1954. In December it 
drops in all three years, 
but less in 1955. January shows 1954-55 
gains in 1956 but drops in both 
1955 and 1957, and February | 
shows gains in all three years, | = 
but much sharper in 1956. 











In March gains were fairly consistent in | | > 
all three years, but in April 


there were drops in both 1957 and 

1956, a gain in 1955. In May 

there were gains in both 1955 and 1956, but a drop in 1957. June, as 
shown above, dropped in all three years. 





The Business Barometer is compiled on the basis of station figures sent to Dun 
& Bradstreet. That firm furnishes percentages to TV AGE editors. 
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abc-tv checks into MIAM 


..., adding its 73rd 
live station 


and boosting coverage 
to 92.6%* 


Bag and baggage, we’ve moved into Miami 
—on spanking-new WPST-TV, Channel 10. 
And not as seasonal visitors. We’ve come to 
stay. 

From its August 1st air date, WPST-TV 
has been a full-time ABC-TV affiliate. Now 
all Miami can see all ABC-TV shows — as 
scheduled and programmed. 

Now all ABC-TV advertisers are assured 
of live, competitive access to the nation’s 
17th market and its $2 billion buying power. 

Affiliating with WPST-TV raises ABC’s 
live coverage to 77.9% of all U.S. television 
homes. Coming: live, competitive ABC-TV 
affiliates, this season in Norfolk, Indianapo- 
lis, New Orleans, Omaha, Youngstown, 
Boston, Amarillo, Peoria, Pittsburgh. These 
push our live coverage to a thumping 85%. 

If you’re not fully checked out on the bur- 
geoning, live ABC-TV coverage story, you 


should be. Now. S| 





% Total coverage for average half-hour evening program. More than 84% of this is live! 


VINCHELL| 


FUE | 
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THE WAY IT HAPPENED 


International tv on the “bounce”? .... . page 25 


Kuklapolitan closing is end of an era . . . page 25 


Hardy perennials lead commercials . . . . page 27 


International Tv 


New vistas in universal 


Prospects of Ed Sullivan live in Latvia 


amity: 


aren’t much more than a one-cushion 
billiard shot away. 

And more real than visionary are 
prospects of the World Series live in 
Cuba this fall, an event which could 
conceivably abate the internal mayhem 
there for a few days. 

Science has at last solved the prob- 
lem of the stubborn tv wave that re- 
fuses to follow the earth’s curvature. 
It seems the troposphere, a layer of air 
below the stratosphere, also follows a 
curve. Scientists can now bounce the 
wave off this curve in the atmosphere, 
like a one-cushion billiard shot, over 
the 185 miles 
Florida. 


Federal Telecommunication Labora- 


between Cuba and 


tories, Nutley, N. J., a research division 
of IT&T, has provided an over-the- 
horizon link that will allow for more 
than 100 telephone channels and a tv 
path from Florida to Cuba, or vice 
versa. 

The story behind the air-link began 
back in the 1920’s, when IT&T scien- 
tists were looking for an out from the 
already crowded radio frequency spec- 
trum. 

They turned to microwaves—the 
very short radio waves capable of 
carrying many messages on a single 
carrier frequency, but limited, they 
thought, to straight-line distances. 

In 1931 the engineers made their 
first demonstrations. They were under 
the direction of Andre G. Clavier, who 
is now technical director of Federal 
Telecommunication Laboratories. He 
was one of the first to note that freak 
line-of-sight microwaves, reflected or 
refracted from the troposphere, were 
much stronger than originally imag- 


ined at distances of 100 to 500 miles. 


TOWER OF POWER. The difference 
between the equipment used in early 
experiments and that used today is in 
to harness the 
scatter effects. In line-of-sight trans- 


power microwaves’ 
missions, signals are sent in a con- 
centrated beam from transmitter to 
receiver. In the over-the-horizon link, 
which uses high-power transmitters 
and high-gain antennas, the signals 
that scatter are gathered in by the 
high-gain antennas and amplified to 
become useful as signals again. 

Real impetus to the new link came 
in 1955. It was then that AT&T and 
IT&T decided to expand the telephone 
Florida and Cuba, 


which till then was carried exclusively 


service between 


via an underwater cable. Installation 
has now been completed on the over- 
the-horizon link, and tests are under 
way. 

An NBC-TV spokesman says his net- 
work, and the sponsors of the World 
Series, are waiting for word from 
AT&T on final tests. When word is in, 
contracts will be signed. He said Wide, 
Wide World staffers are also contem- 
plating the Florida-Cuba facilities. 


An Era Passes 


Television has reached a point of 
nostalgic history. 

The fact was definitely marked with 
the recent announcement that the final 
curtain was being pulled this month on 
the Kuklapolitan stage out in Chicago. 

Burr Tillstrom’s Kukla and Ollie 
and associates came to prominence in 
the new medium a decade ago in the 
vigorous time of bold experiment in 
the midwestern metropolis. It was a 
time when there were more puppets 
than plainsmen and more ad lib than 


celluloid and an audience more ac- 


Newsfron 





over-the-horizon television will 
link Florida and Cuba by microwaves 


“bounced” off troposphere 


New 


quisitive than massive. 

Talent was lean and hungry in those 
days. There was a full measure of the 
audacious, the off-beat. It all gave way 
to the coaxial cable, formula, the 
polished spectacular and the special. 
Kismet. After all, how many 
would be reached today by a half-hour 
of ad-lib, situation whimsy called Studs 
Turkle’s Tavern? Who in the industry 
remembers it? 

But the Kuklapolitans made it all 


the way to the present. They are sur- 


homes 


vived only by Dave Garroway and the 
Lone Ranger. 

En route they picked up some 60 
major tv awards. They were guests of 
the prime segments, the Show of 
Shows, the Colgate Comedy Hour, and 
have remained to be a later memory 
than either. 

They went spectacular from time to 
time. There were the Kuklapolitans in 
St. George and the Dragon with the 
Boston Pops in °53. And Gilbert and 
Sullivan’s Mikado in °52. 

They were once on radio—a brief 
Monday-Friday stint in the early after- 
noon on NBC. They were on hand on 
Oct. 10, 1949, to help NBC-TV make a 
historic pitch on compatible color to 
the Federal Communications Commis- 
sion. They were, in fact, on hand at 
the World’s Fair in 1940 for RCA’s 


closed-circuit demonstrations. 


VETERANS OF VAUDE. Kukla and 
Ollie, for that matter, were veterans 
of vaudeville, state fairs and the night- 


(Continued on page 27) 
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YOU MIGHT CAST A TROUT FLY 194 FEET*— 
BUT . . . vou neep wxzo-tv | 











AMERICAN RESEARCH BUREAU TO "MARE THEM BITE 
MARCH 1957 REPORT IN KALAMAZOO-GRAND RAPIDS 
GRAND RAPIDS-KALAMAZOO 

NWith: Higher Ratings. Take a look at those March 1957 ARB figures at the 
ee ae 7a a left. WKZO-TV is first in 327 out of 416 quarter hours 

siauinane Santen Uhonete —or 78.67% of the time! 

8:00 a.m. to 6:00 p.m. 143 57 

— si . WKZO-TV is the Official Basic CBS Television Outlet 
S29 am, to 1120 pm. 50 a for Kalamazoo-Grand Rapids. Telecasts on Channel 3 
yell to 11:00 p.m. 40 16 with 100,000 watts from a 1000’ tower. Serves one of 

















st Caen tie nk aoa voportions—Grand Rapids America’s top-20 TV markets—over 600,000 television 


in the following pi 
ese). Kalamazoo (18.9%), Muskegon (19.8%), Battle Creek homes in Western Michigan and Northern Indiana. 














WKZO-TV — GRAND RAPIDS-KALAMAZOO 
WKZO RADIO — KALAMAZOO-BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 

WJEF-FM — GRAND RAPIDS-KALAMAZOO 


WAZO-TV. 


100,000 WATTS e CHANNEL 3 e 1000’ TOWER 


Studios in Both Kalamazoo and Grand Rapids 
For Greater Western Michigan 


Avery-Knodel, Inc., Exclusive National Representatives 


*Jack Crossfield, San Francisco, California holds this world’s record. 
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club circuit before the World’s Fair’s 
squinting throngs got a look at some- 
thing really new. 

In 1942 Burr Tillstrom packed his 
crew into the studios of station WBKB, 
then an independent operated by Bala- 
ban & Katz, the theatre-chain owners. 
Over the same station, the Kuklapol- 
itans went on their first regular tv 
show in 1947. It was called Junior 
Jamboree and was an hour long. 

In 1948 the show went on the NBC- 
TV midwest network. The next year, 
with the coaxial link to the east, Kukla, 
Fran and Ollie went on the whole net- 
work (Fran Allison, of Breakfast Club 
and Aunt Fannie fame, joined the 
puppets in 1947). 

It was a prime-time half-hour, Mon- 
day-Friday offering and listed sponsors 
like RCA Victor, Ford, Procter & 
Gamble and Time, Inc. (the first tv 
sponsorship by a national magazine). 
In 1950 the show was on 59 stations. 

Before a switch to ABC-TV in 1954, 
the Kuklapolitans were being shunted 
around the NBC-TV schedule, with the 
usual amount of trade and fan rumble 
that accompanies such maneuvers of 
shows with a loyal following. For a 
season, they were doing a Sunday- 
afternoon show. 

Since the 54-55 season, they have 
appeared regularly on ABC-TV at 7 
p-m., eastern time, and been sold co-op. 
The station pickup, never large, ac- 
cording to ABC-TV, has dwindled 
steadily. 

In the pinnacle city of competition, 
New York, Kukla, Fran and Ollie bows 
out facing news, Guy Lombardo, 
Sheriff of Cochise, and Terrytoon car- 
toons, among others. 

Probably cartoons, more than any- 
thing else, have lured away the bottom 
half of the Kuklapolitan generation. 





Gooch to Broyles 

The Galen E. Broyles Co., 
Denver and Lincoln, Neb., has 
taken over the entire Gooch 
Food Products account. The 
company is headquartered in 
Lincoln. 

Agency ad plans call for tv, 
radio and newspaper schedules, 
with heavy emphasis on mer- 
chandising and __point-of-pur- 
chase. 














: 4 


: Burr Tillstrom and Fran Allison 


Cartoons are cheaper to program and 
just as fascinating to an uncritical 
audience. Their residual value is end- 
less (kids will watch the same episode 





15 times with equal portions of de- | 


light). That’s a long way from the 
ad-lib and always original fantasy of 


the Kuklapolitans. 


Commercials 


The same two hardy perennials of 
regional advertising, the lower animals 
of the Hamm beer commercials and the 
upper animals of the Piel commercials, 
Bert and Harry, held on to their one- 
two positions for the third straight 
month in American Research Bureau’s 
popularity poll. 

Also in the money for the third 
straight time were the Dodge com- 

(Continued on page 78) 


BEST-LIKED COMMERCIALS 


Selected by ARB’s National Diary Sample, 
July 7-13 
% 


Men- 
Standing Agency tion 
1. Hamm’s Beer—Campbell-Mithun 14.0 
2. Piel’s Beer—Young & Rubicam . 
3. Dodge—Grant ................ 7.2 
4. Winston—Wm. Esty ........... 3.4 
5. Revlon—BBDO; Norman, Craig 
& Kummel; Ehlrich, Neuwirth 
Sobo; C. J. La Roche; Dowd, 
Redfield & Johnstone .......... 
6. Gillette—Maxon .............. 
7. Alka Seltzer—Geoffrey Wade .. 
8. Plymouth—N. W. Ayer ........ 
9. Schlitz—J. Walter Thompson .. 
0. Chesterfield—McCann-Erickson . 
l. Ballantine—Wm. Esty 
1. Falstaff—Dancer, Fitzgerald- 
Sample 
1l. Ford—J. Walter Thompson 
1l. Kraft—J. Walter Thompson; 
Foote, Cone & Belding; Needham, 
Louis & Brorby 
15. Ipana—Doherty, Clifford, Steers 
& Shenfield 1 
Se ON ee 1. 
16. Ivory—Compton ............... 1 
18. Lipton—Young & Rubicam; Do- 
herty, Clifford, Steers & Shenfield 1. 
18. Zest—Benton & Bowles ........ 1 
20. Bardahl—Miller, Mackay, Hoeck 


ed: RNNNNNw& 
Cio CM wubb 


— 


0 | :. 6 1.1 
20. Dr. Pepper—Grant ............ 1.1 
22. Camels—Wm. Esty ............ 1.0 
22. Lincoln-Mercury—Kenyon & Eck- 

PRE FI Fae 1.0 
22. Snowdrift—Fitzgerald Advert. .. 1.0 
22. Tonette—North Advertising .... 1.0 














Tulsa . . . the heart of a billion 
dollar market! That’s a pretty 
fair hunk of trade, and, natural- 
ly, you’d like to have your share. 
KVOO.-TV would like for you to 
have it, too—and they are ready 
to help. You see, KVOO-TV 
blankets northeastern Oklahoma 
with the tops in network and lo- 
cal programming. And KVOO- 
TV doesn’t stop there. Market 
research, merchandising and 
promotion aids, and constant 
attention to your account will 
make you glad, you showed on 
KVOO-TV. Yes, it’s CHAN- 
NEL 2... for a real show .. . 
of profits . . . in Tulsa! 


i ah 
je: amas 


For current availabilities 


t 
| contact any office of ! 
| Blair Television Associates 


ee 
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Leadershipl... 


SIGN ON TO SIGN OFF 


WDEF-TV Dominates in 607% of Measured 
Quarter Hour Periods 


ARB June 1957 




















NIGHTIME 
6PM - 10PM 10 PM - Midnight 
WDE 
TV 
Station B 36.3 
All Others # 1.2 





WDEF-TV 8 of top 10 Net Shows 
7 of top 10 Syndicated Shows 


Full 316,000 Watts 


From antenna atop 


THE BRANHAM COMPANY 






Signal Mountain 
High above City 


CHATTANOOGA «© The 77th Market 
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Good auto sales year insures viewers more chances to see 1958 models 


he prophets of doom, Detroit chapter, are at 

it again. For the second year in a row they’re 
prognosticating dire things for the American auto- 
motive industry, and, quite as usual, the prog- 
nosis is based on statistics which, viewed by them- 
selves, might be considered as significant but 
which become somewhat less than meaningful 
when taken in context. 

A summer ago the gloom purveyors were point- 
ing with alarm at the 25-per-cent cutback in auto- 
mobile production from the record-breaking 4,- 
256,850 units manufactured during the first six 
months of 1955. What was casually brushed off, 
however, was the corollarial fact that, despite this 


seemingly sharp retrenchment, the 3,192,598 cars 
that U.S. auto plants did turn out represented the 
third highest first-half production total in the in- 
dustry’s history. 

This year the hand-wringing and head-shaking 
stem from a supposedly mounting consumer con- 
cern over the cost of owning and operating today’s 
cars, coupled with the skyrocketing of foreign-car 
sales in the U.S. to the tune of an 88-per-cent in- 
crease last year over 1955, along with a record 
83,244 units sold in the first half of this year. 

For all the ostensible popularity of the small, 
low-priced and economical European cars, how- 
ever, their sales thus far in 1957 have taken only 


29 








a 1.4-per-cent bite of the American 
auto market. And there may be some- 
thing indicative in the fact that June 
marked the first time since the intro- 
duction in this country of the Volks- 
wagen, overwhelmingly the top seller 
among foreign cars here, that regis- 
trations for the German auto failed to 
surpass the year-earlier month. June 
also was the second month in succes- 
sion that Volkswagen sales showed a 
decline. 

Selling Detroit short because of the 
supposed inroads of the Lilliputian 
foreign cars—or for any other reason 
—is as unwise as it’s futile. The end 
of June saw the completion of the 
second highest first-half production of 
American cars on record. Auto output 
for the first six months of this year 
was 3,372,850" units, exceeding a year 
ago by 5.7 per cent and second only 
to the unprecedented first-half total in 
1955. 


Registrations for the initial six 
months of 1957 amounted to 3,070,- 
875, compared with 3,088,487 a year 
ago. The only other first half to show 
more new-car registrations was, again, 
1955, when the total was 3,519,629. As 
evidence of European-car popularity 
outside of the U.S., it is interesting to 
note that American auto makers ship- 
ped only 88,214 cars abroad this year, 
compared with 123,600 in the January- 
June period of 1956. 

Although the Detroit manufacturers 
have been relatively underspent the 
past several years in network and spot 


* Production, percentage and sales figures 
from Automotive News. 
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television, particularly in the light of 
their newspaper advertising appropria- 
tions, that picture is about to change 
with the new season. The auto spon- 
sors are definitely set to rejoin the top 
spenders in network tv as the 1957-58 
season gets under way this month, a 
situation that did not exist a year ago. 

In 1956 General Motors Corp., Ford 
Motor Co. and Chrysler Corp. were 
first, third and fourth, respectively, 
among the top 100 national advertisers 
in the four major media of television, 
newspapers, magazines and outdoor. 
Collectively, the Big Three of the auto- 
motive field spent $47,601,331 in net- 
work television (GM, $19,086,646; 
Ford, $10,316,421; Chrysler, $18,- 
198,264) and $8,744,640 in spot tv 
(GM, $3,487,860; Ford, $3,342,620; 
Chrysler, $1,914,160). 

During the first six months of the 
current year Chrysler spent $9,056,- 
182 in network tv, Ford invested $6,- 


Bill Lundigan co-hosts Chrysler’s top-rated series, Climax! 


387,322 in the medium and General 
Motors contributed $6,103,673, making 
a January-June 1957 total of $21,547,- 
177, according to Television Bureau of 
Advertising figures. Ford, however, 
was the only auto maker listed by TvB 
among the top 100 spot advertisers 
for the first half of this year, with the 
Dearborn manufacturer’s spot expendi- 
tures for the period totaling $1,609,- 
600. 

An idea of the extent to which the 
automobile builders this season will 
be returning to their onetime position 
as the top-spending sponsor group in 
network television can be gained from 
a report from NBC-TV that its 1957-58 


Mary Martin, John Raitt for Olds. 


automotive billings represent an in- 
crease of about 85 per cent over those 
of last year. Detroit, according to the 
network, will be spending almost $36 
million for NBC-TV programs alone 
during the upcoming season, as com- 
pared with the somewhat less than $19 
million that NBC billed the car makers 
for last year. 

Aside from their greatly upped budg- 
et allocations for network tv in the 
months to come, the auto advertisers 
are following a basic programming 
philosophy not embraced by any other 
heavy-spending sponsor group. In ad- 
dition to trying to build new personali- 
ties and to avoid the clichéd, the car 
firms will be almost without exception 
the sole perpetuators of the concept 
of “big” programming—prestige shows 
handsomely mounted. 

While soap, drug, food and ciga- 
rette tv advertisers rely heavily on 
slide-rule, cost-per-thousand techniques 
and concern themselves mainly with 
mass-audience pull at the lowest pos- 
sible expenditure—in short, “buying 
safe”—the Detroit contingent will be 
playing it differently. Although hardly 
averse to large audiences, the auto 
people are fundamentally interested in 
“snazzy” programs which will create 
talk and tend to generate excitement, 








Lawrence Welk has proven a super-salesman for Dodge and Plymouth on two 1 


I 


even if they fall short of the top 10 
Nielsen and Trendex brackets. 
As a 


corporate entity, General 


Motors—with total sales of 1,385,020 
cars for the first half of this year, as 
against 1,603,617 for the same 1956 
period—will be following this concept 


in its new-season program buys to 
perhaps a greater extent than any of 
its competitors, and in so doing will 
be laying out considerably more than 
the $19-million-plus it invested in net- 
work tv during 1956. Once again, 
Chevrolet and Oldsmobile will be the 
standard-bearers among the individual 
GM divisions in the use of extensive 
network television and, to a lesser de- 
gree, of spot tv. 

Chevrolet, which this year lost its 
number-one 1956 first-half sales posi- 
tion to Ford by 41,274 units (763,670 
to 722,396) and was down 2.55 per- 
centage points from its sales pace for 
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the first six months of last year, is 
“counting strongly” on its expanded 
network programming to reverse the 
direction of those figures, according 
to a spokesman for the division. 

GM’s lowest-priced make, through 
the Chevy Show on periodic Tuesday 
and Friday nights last season, built 
Dinah Shore into a pre-eminent tv 
status, and for the upcoming season 
it’s going the whole route at a re- 
ported $12 million for a full 52-week 
schedule of Sunday shows over NBC- 
TV from 9 to 10 p.m.—20 of them 
with Miss Shore and the remainder 
not yet completely plotted. 

Chevrolet also has its hopes pinned 
on its full sponsorship of the weekly 
Chevy Showroom, starring teen-age 
singing idol Pat Boone, which makes 
its debut on ABC-TV on Thursday 
night, Oct. 3, 9-9:30. The division. 
with a completely retooled new model 
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due in the fall, will also go in for 
some strong tv spot campaigning when 
the °58 car makes its bow. 

Oldsmobile, the second heaviest user 
of network television in the General 
Motors line, remained in the same posi- 
tion—fifth—for the first half of this 
year that it occupied 12 months ago, 
with 199,295 new cars delivered, as 
against 238,201 in °56, for a 6.49-per- 
cent share of the total new-car 
registrations. 

The Olds division, which last season 
split the sponsorship of an every- 
of NBC-TV 


taculars, along with special events such 


fourth-week series spec- 
as the political conventions and Holly- 
wood’s Academy Awards dinner, this 
season will go in for more regular big- 
show exposure because, says A. L. 
Grobe, director of advertising for the 
that 
increasing all the time in its effective- 


division, “we feel television is 


weekly shows over ABC-TV. 































































ness as an advertising medium.” 

Oldsmobile will sponsor The Big 
Record, CBS-TV’s ambitious new hour- 
long Wednesday-night (8-9) musical 
stanza, on alternate weeks. It also has 
a stake in the series of six 60-minute 
specials which Jerry Lewis will do for 
NBC-TV during the season, and once 
again the tab for the Academy Awards 
festivities will be picked up by the 
division. Additionally, Oldsmobile will 
use spot tv in key markets. 

The Buick division of GM, which 
was well represented in network tele- 
vision at various times in former years 
by the Milton Berle and Jackie Gleason 
programs, but which confined its video 
activity last season to a joint sponsor- 
ship of a single NBC-TV Producers’ 
Showcase, the election returns and a 
couple of football games, is coming 
back into network tv with alternate- 
week sponsorship of two half-hour 
series. 

Buick, in fourth place behind Ford, 
Chevrolet and Plymouth in the sales 
race for the first half of this year, with 
218,014 vehicles sold, in comparison 
to last year’s 294,194, making for a 
7.1-per-cent share of the total, has 
bought half of NBC-TV’s Tales of 


Wells Fargo on Mondays, 8:30-9 p.m., 
and will start splitting costs of The 
Patrice Munsel Show over ABC-TV 
Friday nights at 8:30-9 as of Oct. 18, 
the program’s premiere date. 

In announcing the division’s re- 
entry into network tv, E. T. Ragsdale, 
vice president of General Motors and 
general manager of Buick, pointed 
out that “these two television shows 
will put Buick most prominently before 
Wells 


Fargo is already established as a top- 


the huge tv audience, since 
rated show, and Miss Munsel’s stand- 
ing in the entertainment world assures 


an equally high rating for her 


program.” 





According to John Marsich of the 
Kudner 
Agency, Inc., New York, which han- 
dles the Buick account, the division is 


media department of the 


going back into network video because 
of “the necessity to have a_ well- 
rounded advertising schedule, and that 
must definitely include television.” Not 
much spot tv is anticipated for Buick, 
however. 

General Motors’ Pontiac line, run- 
ning sixth in the first-half sales sweep- 
stakes—171,581 cars sold this year, 
192,313 during the same °56 period— 
did little in network tv last year other 
than sponsor the professional football 
championship playoffs on Dec. 31 and 
participate in NBC-TV’s Today. This 
season, however, it will be Pontiac 
money which will bring Mary Martin 
back to tv in a two-hour NBC pre- 
sentation on Nov. 27 of Irving Berlin’s 
Annie Get Your Gun. 

The division will also be spending 


Hitchcock and Suspicion for Ford on NBC-TV. 





a considerable chunk of coin on five 
or six additional network “specials,” 
including one starring Victor Borge in 
a new edition of his one-man show, 
slated for sometime in February—over 
which network is a moot question at 
the moment. Some pro football games 
are also on the Pontiac schedule for the 
new season, and there will be, accord- 
ing to Henry G. Fownes, vice president 
and general manager of the New York 
office of MacManus, John & Adams, 
Inc., the agency which services the 
Pontiac and Cadillac divisions of GM, 
“an extensive spot campaign in 30 
markets, not only at new-car announce- 
ment time but over the full 52 weeks.” 

In production and sales, the figures 
for Cadillac vary little from year to 
year. In 1956’s initial six months the 
division built 84,376 cars for a 2.64- 
per-cent share of industry output, and 
sold 73,809 of them for a 2.39-per- 
cent share of total sales. For the simi- 
lar period this year, the figures for 
Cadillac show 85,032 units produced 
(2.52 per cent) and 73,734 sold (2.40 
per cent). Again according to Mr. 
Fownes, “there are no firm plans as 
yet for Cadillac’s television advertis- 
ing, other than some spot.” 


Chrysler Advance 


While General Motors, producing 
1,543,323 units to account for 45.76 
per cent of the total industry output 
during the first six months of this 
year, as against 54.17 per cent on 1,- 
729,355 vehicles in 1956, showed the 
greatest production loss (8.41 per 
cent), the Chrysler Corp., which had 
declined the most in 1956’s first half, 
this year made the biggest advance in 
number of cars manufactured. 

Chrysler’s four divisions turned out 
473,909 autos for 14.85 per cent of 
over-all Detroit production from Jan- 
uary through June of 1956, but the 
quartet jumped to 721,082 assemblies 
and 21.38 per cent of the total this 
year, representing a strong 6.53-per- 
cent gain. 

From the sales standpoint, Chrysler’s 
aggregate showing for the first section 
of 1957 was 594,903 units sold, in 
comparison to 437,364 at the halfway 
mark in 1956. Chrysler (and the 
Chrysler Imperial), Dodge, DeSoto 
and Plymouth sales in toto amounted 
to 19.05 per cent of all new-car regis- 








trations, in contrast with 1956’s 14.12 
per cent of the industry total. The Gen- 
eral Motors percentages of both totals 
were 45.10 this year and 51.92 in 
1956, while Ford’s four makes reg- 
istered 30.21 per cent as of June 30 
and 26.92 per cent at the same date 
a year ago. 

Leading the Chrysler divisions in 
production and sales at 1957’s midway 
point was, as usual, Plymouth, with 
380,788 output, for 11.30 per cent of 
the first-half total, and 315,770 cars 
sold. Dodge produced 170,443 units 
(5.05 per cent of the total) and sold 
136,133; Chrysler’s figures were 96,- 
991 (2.87 per cent) and 75,552, and 
DeSoto brought up the rear with 72,- 
860 (2.16 per cent) and 57,448. 

While the Chrysler lines’ network 
plans last season presented a different 
and somewhat reduced picture from 
that of the previous year, the status 
quo will be pretty much maintained 
for 1957-58, with only slight altera- 
tions. DeSoto, which has long been 
quite content with You Bet Your Life 
over NBC-TV on Thursday evenings 
at 8-8:30, will again share the spon- 
sorship of the Groucho Marx quiz ses- 
sion on an alternate-week basis. 

With Lawrence Welk and his “cham- 
pagne music” still retaining their grip 
on the viewing. habits of a considerable 
segment of the population, Dodge will 
of course again sponsor—for the third 
season—the Welk show on ABC-TV 
on Saturdays from 9 to 10 p.m. And 
for the second consecutive semester 
this division will split the bill with its 
Plymouth stablemate for Welk’s Top 
Tunes and New Talent on Monday 
nights from 9:30 to 10:30, also over 
ABC-TV. 

On its own, Plymouth, which a year 
ago relinquished its sponsorship of 
the Wednesday and Friday segments of 
John Cameron Swayze’s NBC News 


Caravan, is carrying the full sponsor- 
ship of a new ABC-TV half-hour series, 
Date With the Angels, which bowed on 
the network last spring in the 9:30-10 
slot on Friday nights. The division re- 


ports its complete satisfaction with 
the show and with viewer reaction 
to it. 

The start of the new fall season will 
bring an internal change in the spon- 
sorship status of Chrysler’s hour-long 


(Continued on page 68) 


Another Ford network entry is Zane Grey Theatre over CBS-TV. 





































ust how many millions of dol- 

lars automobile dealers and dis- 
tributors pour into local, regional and 
national spot television is almost any- 
one’s guess. 

The Television Bureau of Advertis- 
ing estimated that automotive adver- 
tising in national and regional spot 
in 1956 came to around $13 million, 
of which some $9 million was to sell 
cars, the rest to sell service and ac- 
cessories. But no one can give a re- 
liable figure on the amount of money 
individual dealers place locally with 
their home-market television stations. 
Although some of this méney comes 
from cooperative agreements with the 
manufacturers, it is spent locally and 
doesn’t show in national and regional 
figures. 

TELEVISION AGE believes that this 
total must be somewhere in the neigh- 
borhood of the national spot figure, 
or another $13 million. If this is 
true, it would make the spot, regional 
and local tv advertising total upwards 
of $25 million. 

Dealers, as a general rule, are 
enthusiastic about television as an 
advertising medium. An Advertest Re- 
search survey in June 1956 showed 
that 59 per cent of auto dealers 
found that television “pre-sells best” 
among assorted media. Another study 
by the Institute of Communications 
Research in March 1954 showed that 
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50 per cent of dealers thought tele- 
vision sells cars better than any other 
medium. A third, by Trendex in 
June 1956, showed 48 per cent of 
dealers thought television did the best 
job of bringing customers to their 
showrooms. 

Comments such as “the finest dol- 
lar investment we ever made,” “I’ve 
always been a strong advocate of tele- 
vision,” “tv brought thousands of 
people to our showroom,” “we at- 
tribute our success to television” and 
“we firmly believe that no other me- 
dium could have produced the re- 
sults” were among those received by 
TV AGE in its national check of auto 
advertising. 


Leading Dealers Use Tv 


It is significant that the nation’s 
leading dealers for almost every make 
of car are big users of television. 
It is also significant that the success- 
ful among even the smallest dealers 
are also believers in the visual me- 
dium. 

On nearly every station automobile 
dealers are important advertisers. 
They buy almost every type of pro- 
gram that is on the air. Some buy 
outright, or co-sponsor, syndicated 
Others like news and 
weather shows. Some are participators 


programs. 


on feature film, and few sponsor fea- 
ture films in their entirety. A number 
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sponsor sports events or buy spots 
adjacent to sports programs. Quite 
a few auto dealers buy announce- 
ments on a regular basis, increasing 
the number and frequency for special 
sales, introduction of new models and 
the like. 

The following examples seem typ- 
ical of dealer advertising on tele- 
vision. Arranged in _ alphabetical 
order, they range all the way from 
the once-a-week spot buyer to the 
saturation type campaign purchased 
by some of the bigger metropolitan 
dealers. 

e Blake-Cadillac Oldsmobile, of Har- 
risburg, has sponsored a news pro- 
gram on wTpa Harrisburg for three 
years with such success that C. A. 
(Pat) Blake says: “Our television 
news program is the finest advertising 
dollar investment we’ve ever made. 
It is the best way to ‘sell’ our quality 
franchise with dignity and still de- 
liver dollars.” 

The Blake company sponsors the 
7 p.m. News, a five-minute program, 
on an alternate-day basis. Commer- 
cials are almost entirely ad lib by 
the news commentator, Don Wear, 
with occasional Oldsmobile or Cadil- 
lac film shorts, which are made 
locally by the station. Jerry Corder 
is Blake-Cadillac advertising manager. 
Budget is about $100 weekly. 

e The Bledsoe Motor Co., DeSoto- 
Plymouth dealer in Shreveport, La., 
sponsors the 6 p.m. Early Edition 
news show on KSLA-TV Shreveport, 
Monday, Wednesday and Friday. The 
Svolos agency handles the account. 
Early Edition has proved effective for 
the dealer. It enjoys the highest rat- 
ing of any news and weather show 
on the station. 

e Fred Brown, Portsmouth, Ohio, 
Oldsmobile dealer, uses two one-min- 
ute announcements per week on the 
Nitewatch, on WSAZ-TV 
Huntington. Commercials are voice 
over slide. Client points to specific 
results from his television advertising 

e Caster Motors, Chrysler-Plym- 
outh distributor for the Rockford, 
Ill., area, uses WREX-TV Rockford for 
the major part of its 
campaign. At present it sponsors a 
segment of a 


late movie, 


advertising 


late movie, Caster’s 
Imperial Theatre, on WREX-TV. The 
series shows first-run feature movies 
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(11 p.m.-12:30 a.m., Fri.). Live studio 
commercials are used in the nine 
minutes of commercial time allowed 
during the 14-hour segment. The 
company spends about $15,000 an- 
nually on the television series. Com- 
pany officials estimate their gross sales 
resulting from the campaign at $150,- 
000. 

e Charbonneau-Fridley Buick Co., 
of Dickinson, N.D., buys a one-min- 
ute live-over-slide commercial on 
KDIX-TV Dickinson at 7 p.m., just be- 
fore a popular local live western- 
music show. Copy for this commercial 
includes both car sales and service. 
Car sales feature only one car, offered 
at a special price, rather than scatter- 
ing the impact among a number of 
offers. Service commercials show pic- 
tures of body or repair work being 
done in the Charbonneau-Fridley 
shop. Company executives report ex- 
cellent results. 


Buy Cooperative Spots 


e Chevrolet dealers of the Dickin- 
son, N.D., area have joined to buy 
five one-minute commercials during 
the 20th Century Theatre feature- 
film program Tuesday evenings on 
KDIX-TV Dickinson. Commercial is 
usually film, with an opening and 
closing slide which gives the names 
and addresses of the 10 dealers co- 
operating in the campaign. Low cost 
and high efficiency have proved pleas- 
ing to dealers. 

e Chevrolet Dealers of Southern 
California are consistent television 
spot users on KNXT Hollywood. The 
group sponsors the opening segment 
of Big News, Monday through Friday 
at 10:30-11 p.m. In addition they buy 
occasional 20’s in Class A or AA 
time. Live and film combinations are 
used. The account is handled by 
Eisaman-Johns Advertising. 

e Clell Forsythe Motors Corp., 
Dodge and Plymouth dealer in Syra- 
cuse, has carried professional football 
telecasts and used seasonal spot cam- 
paigns on WHEN-Tv Syracuse. It is 
currently sponsoring Sports Final 
(11:05-11:10 p.m., Mon.-Fri.). 

Daniel J. Curtin, principal execu- 
tive of Clelf Forsythe Motors, says: 
“ve always been a strong advocate 
of television as a top-drawer salesman 
for the local automobile dealer. When 


the opportunity arose to advertise on 
Sports Final 1 knew we would be 
reaching a huge audience and that that 
audience would be receptive to our 
type of message.” 

So far all of Forsythe’s ads have 
been directed toward new car buyers, 
with special discounts and deals being 
offered as tv exclusives. Mr. Curtin 
reports that many customers have re- 
ferred specifically to these offers in 
buying a new car. Forsythe adapts 
commercials suggested by the Dodge 
and Plymouth national agencies and 
tailors them to fit its local situation. 

e Colonial Motors, Oldsmobile 
dealer of Harrisonburg, Va., buys a 
spot announcement each week on 
wsva-Tv Harrisonburg. Commercials 
are live over slide. 

e The Dils Motor Co., Parkersburg, 
W. Va., Ford dealer, buys time signals 
on WTAP on a five-per-night year- 
round basis. Reproductions of their 
time-clock billboards, which are lo- 
cated throughout the city, are used 
for the commercials. Dils reports 
this has been a very effective insti- 
tutional campaign, keeping its name 
uppermost in the minds of the car- 
buying public. 

e Enumclaw Automobile Dealers, 
of Tacoma, use a schedule of five 
one-minute spots on alternate weeks 
on KTNT-TvV Tacoma. The group in- 
cludes five dealers in the area who 
work together to benefit by television 


and still keep their budgets low. Cost 
per dealer is about $130 per month, 
while sales have increased 28 per cent 
over those a year ago, when individual 
costs were higher. 

Schedule calls for six 60-second 
spots in the 6 O’Clock News and four 
in the All-Star Movie (8:35-11:30 
p-m., Mon.-Fri.). Spots are live, with 
each commercial delivered by a com- 
pany representative. Commercials 
usually stress low overhead and re- 
sulting low prices. 

e The Ford Dealers of Chicago 
have sponsored John Harrington and 
the News (10:30-10:45 p.m., Mon.- 
Fri.) on wWBBM-Tv Chicago since May 
4, 1953. Their present contract runs 
through the year and is expected to 
be renewed, since dealers have ex- 
pressed continued satisfaction with the 
program. John Harrington and the 
News includes sports and weather as 
well as news, showing film, slides, 
direct reports and stories from the 
wire services. J. Walter Thompson is 
the agency. 

e Galigher’s Motors, Ford Dealer 
of Huntington, W. Va., has been using 
50 run-of-station minute and chain- 
break announcements in a seven-day 
period on wsaz-Tv Huntington. 

e Gardner Chevrolet, Inc., of Har- 
risonburg, buys one spot weekly on 
wsva-Tv Harrisonburg. Commercials 
are live with slides. 


(Continued on page 37) 
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KONO-1'v announcer Ed Hyman, lights gasoline-drenched 1957 
Plymouth, to punctuate “hottest deal in town” hard-sell 
spot for Turner Harper Plymouth in San Antonio 


Dealers (Continued from page 35) 
e Gillen Motors, Ford dealers of 


Chesapeake, Ohio, uses one minute 
slide commercials in Nitewatch, War- 
ner Brothers late movie on WSAZ-TV. 
Commercials feature both new and 
used cars. Hugh Gillen, executive of 
the company, says that cars shown on 
the commercials are generally sold the 
next day. 

e Gottfried Motors, Chrysler-Plym- 
outh dealers in Chicago, has a long 
history of successful use of television 
on WBBM-TV Chicago. In November 
1953 the company began sponsorship 
of feature films on the station. Start- 
ing at midnight, the films ran to 
their conclusion on Wednesday, Fri- 
day and Saturday nights. The pro- 
gram was discontinued after a few 
months. 

In March 1955 Gottfried returned 
to WBBM-TV to sponsor a Sunday 
feature film (10:30-11 p.m.). In Aug- 
ust through September of 1955 the 
company sponsored the Howard Mil- 
ler disc-jockey show (12 mid.-1 a.m., 
Fri.). In May 1956 Gottfried was 
sponsor of a late feature film (1-2:30 
a.m., Fri.) and in June switched to a 
Saturday feature (12 mid. to con- 
clusion). At the same time the motor 
company sponsored the 30-minute 
Gene Autry Show (11:30-12 noon, 
Sun.) but discontinued in September. 

At present Goitfried has a contract 
with WBBM-TV to sponsor the Screen 
Gems Kit Carson series (11:30-12 
noon, Sun.). Barlit Productions is the 
agency. 

e Hampton Motors, Inc., Dodge 
and Plymouth dealers of Columbia, 
S.C., has made intermittent use of 
television programs and spots on 
wis-Tv Columbia. 

One of its most successful experi- 
ences came last year during the foot- 
ball season when the company 
co-sponsored the films of the annual 


U. of South Carolina-Clemson Col- 
lege football game, plus a 60-minute 
live preview of the game, featuring 
coaches, players and fans of both 
schools. 

“Tv brought thousands of people 
to our showroom when we introduced 
the 1957 Dodge and Plymouth cars,” 
S. W. Jones, president of Hampton, 
says. “While Most of them were from 
Columbia, many hundreds visited us 
from out of town as well. The number 
of initial salés made indicates that 
our WIS-TV campaign resulted in the 
most successful new-car opening we 
have ever had.” 

e Dave Hockett Ford Sales, Inc., of 
Indianapolis, sponsored the IJndiana 
Hoedown (10-11 p.m., Sat.) on 
WFBM-TV Indianapolis from January 
1955 until the first of this year, when 
they switched to a spot schedule. 
Present spots run three nights a week 
on 3-Star Theatre, 10:45 p.m. feature 
film on the station. Ackors Advertis- 
ing Agency handles the account, with 
George L. Ackors as account executive. 


Successful Promotion 


Speaking of the success of tele- 
vision, a company executive recalls 
one promotion that was especially 
successful. “In February 1956,” he 
says, “Dave Hockett (president of the 
company) envisioned a supermarket 
car-clearance sale. A large building 
at the Indiana State fairgrounds was 
leased, preparations were carefully 
made, and the 10-day million-dollar 
sale was started on a Friday noon. 
Naturally, the Hoedown was televised 
remote from the building on Saturday 
evening, and the sale moved into high 
gear during the following eight days. 
Over 450 cars were sold, and tele- 
vision got the credit, since nine-tenths 
of the budget went into tv.” 

e Hollingsworth Chevrolet and 


Cadillac, of Aiken, Ga., has been a 


consistent advertiser on WJBF-TV 
Augusta, although the agency is 18 
miles from the station. Its success 
proves that even small-town dealers 
can use television successfully. 

The Hollingsworth schedule calls 
for four Class A spots each week. 
Each features a particular car from 
the parent company or from a used- 
car subsidiary operated by Hollings- 
worth. Cars selected for television 
exposure are always picked because 
they are in top condition for their 
age, and a really special price is made. 
J. P. Spears, sales manager, says that 
on many occasions buyers have been 
pulled from as far as 70 miles away. 
Cars featured are nearly always sold 
on the morning after they are shown 
on tv. 

Hollingsworth feels that television 
used frequently and consistently pays 
off handsomely, even for smaller 
dealers. 

e Hupp and Wharton, Cadillac- 
Oldsmobile dealer of Parkersburg, 
W. Va., sponsors the weather report 
(11:20, Mon.-Fri.) on wrap Park- 
ersburg. Both new- and used-car com- 
mercials are shown, as well as pic- 
torial promotion of the firm’s ser- 
vice department. A series of profiles 
on the Hupp and Wharton salesmen 
resulted in so much comment to the 
individual salesmen by their friends 
that the company is well sold on 
the huge audience of a television pro- 
gram. The weather report includes a 
complete rundown. on the national 
and regional weather picture. 

e Howard Motors, of Chicago, 
opened its doors in August 1955, a 
notoriously slow period in the auto- 
mobile business, but with typical en- 
thusiasm Mike Schwartz, president, 
ordered as many new DeSoto cars as 
many other dealers were taking for 
the entire year. 

Platt & Tauber, agency for the 
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Easterners like sagebrush sagas 


but few are asking for more 


than they are now seeing 





Westward whoa! 


oO" will be the entree dish on tv’s 
prime-time menu this fall and 
The Pulse Inc. has gone out early to see 
if the public stomach is up to the diet. 

In a special survey for Tv ACE, Pulse 
queried 1,000 New York viewers on 
their tastes in western drama. Eleven 
shows were considered. 

Interviewers found this eastern me- 
tropolis to have a powerful constitution 
for the western fare. But hardly any- 
body is asking for more. 

Almost 90 per cent of the 1,000 
viewers had watched a western in a 
four-week period. And that 90 per 
cent or so actually averaged three 
shows each. 

But more than 90 per cent of the 
viewing 90 per cent are convinced the 
sagebrush is thick enough right now 
(question four). More than 20 per 
cent, in fact, would just as soon thin 
it out a bit. 

In the westerns they view and favor, 
the New Yorkers reflect a sophistica- 
tion close to critical acumen. The only 
one-dimensional hero in the top four 
favorites is the Lone Ranger. And this 
ancient broadcast plainsman, with the 
white charger and redskinned alter ego, 
may be watched by many out of sheer 
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nostalgia. 

First choice, by a Chisholm-trail 
mile, is Gunsmoke (questions one and 
two). The CBS-TV offering, considered 
by critics and theatre folks to be one 
adult western that is truly for post 
phallic-stage grown-ups, dry gulches 
the competition in both viewers and 
favor. 


Seen Gunsmoke 


More than half the sample had re- 
cently seen Gunsmoke (55 per cent), 
and more than 35 per cent cited it as 
a favorite. 

ABC-TV’s 


blockbuster, a trio of saddle-soapers, 


Tuesday-night _ prairie 
ranks a solid second in viewing. W yatt 
Earp, Cheyenne and Broken Arrow 
were two, three, four in number of 
viewers. 

Although trailing Gunsmoke by more 
than 100 viewers, Wyatt Earp had re- 
cently been seen by 44.6 per cent of the 
sample. Cheyenne ran third with 38.1 
per cent, Broken Arrow followed with 
32.7 per cent. ABC-TV’s Tuesday night 
has Cheyenne at 7:30, Wyatt Earp at 
8:30 and Broken Arrow at 9. 

In the favor column, Earp and Chey- 
enne hold the two-three spots respec- 


QUESTION 1: Here is a list of 
some of the western programs 
shown on television during night- 
time hours. I am especially in- 
terested in western programs 
designed for viewing by the en- 
tire family rather than just by 
the children. Which, if any, of 
these have you yourself happened 
to watch during the past few 
weeks? 


Gunsmoke 550 55.0 
Frontier—Sun. 47 4.7 
—Mon. 75 7.5 
Judge Roy Bean 61 6.1 
Tales of 
Wells Fargo 314 «31.4 
Cheyenne 381 = 38. 
Wyatt Earp M6 44.6 
Broken Arrow 3270s 32.7 


Death Valley Days 239 23.9 
Sheriff of Cochise 163 16.3 
Lone Ranger 218 218 
Jim Bowie 19 19.5 
Total responses 3016 301.6* 
Total respondents 1000 


*Total over 100% because of multiple 
responses. 

















QUESTION 2: Which of the west- 
ern programs you have seen dur- 
ing the past four weeks would 
you say is your favorite? 


= Jo 


Gunsmoke 315 35.4 
Frontier 22 2.5 
Judge Roy Bean 6 7 
Tales of 

Wells Fargo 38 4.3 
Cheyenne 137 = 15.4 
Wyatt Earp 150 16.9 
Broken Arrow 45 5.1 


Death Valley Days 42 4.7 
Sheriff of Cochise 16 18 


Lone Ranger 60 6.7 
Jim Bowie 47 53 
None 68 7.6 


Total responses 946 106.4* 
Total respondents 
who watched one 











ener 


a 





or more westerns 889 


*Total over 100% because of multiple 
responses. 








tively. Broken Arrow drops to sixth 
place below ABC-TV’s Friday oater, 
Jim Bowie, in fifth, and the Lone 
Ranger in fourth. The syndicated 
masked rider gallops across the ABC- 
TV New York flagship screen on 
Thursdays at 7:30 p.m. 

NBC-TV (coming in this fall with 
several large scoops from the oat bin) 
has been slower on the draw than 
either ABC-TV or CBS-TV. The net- 
work’s lone entry in the survey, Wells 
Fargo, ranked fifth in viewers with 
31.4 per cent of the audience. In popu- 
larity, the Monday night saga (return- 
ing in September) dropped to eighth. 

Except for the Lone Ranger, the syn- 

dicated westerns ran second to the net- 
work shows. At the bottom in both 
audience and favor were WABD’s en- 
tries, Judge Roy Bean and Frontier. 
. Frontier had the advantage of double 
exposure, but the total audience didn’t 
add up to much. Forty-seven had seen 
the Saturday show. Seventy-five had 
viewed a Monday episode. 

Judge Roy Bean was the least seen 
and least favored of all 11 shows. Only 
61 viewers had seen him. Only six 
liked him. 

There were 68 viewers who ex- 
pressed no favoritism. 


In question three, Pulse interview- 
ers asked, “In general, how do you 
think these western programs you've 
watched compare with other television 
programs you watch. Would you say 
these western programs are usually 
more enjoyable, less enjoyable, or 
about the same as other television pro- 
grams you watched?” 

Close to 30 per cent of the 889 
viewers who had seen a western in the 
survey period found westerns more en- 
joyable. Almost 20 per cent liked tv’s 
other offerings better. A little more 
than 50 per cent found all the shows 
about the same in entertainment values. 

From the answers to the fourth ques- 
tion, it looks as though some of the 
many fall entries will bite the dust be- 
fore the season is out. Interviewers 
asked: 

“In regard to the number of such 
western programs shown on television, 
do you feel there should be more of 
this type of program on television, 
there should be fewer, or do you feel 
the number of such programs now on 
television is about right?” 

Only nine per cent of the 889 west- 
ern viewers were asking for more. 
More than 200 thought there should 
be fewer. The big majority, however, 





QUESTION 3: In general, how do | 
you think these western programs 
you've watched compare with | 
other television programs you 
watch. Would you say these west- 
ern programs are usually more 
enjoyable, less enjoyable, or 
about the same as other televi- 
sion programs you watch? 





# % 
More enjoyable 263 =. 29.6 
| Less enjoyable 175 19.7 


About the same 451 50.7 
| Total respondents 

who watched one 

or more westerns 889 100 








608 viewers, figured things to be just 
about right as they are. 

Pulse told the viewers that the study 
was concerned mainly with “western 
programs designed for viewing by the 
entire family rather than just by the 
children.” 


The survey was taken during the 


week of July 8 to 15, and viewing in- 
cluded westerns of the preceding four 
weeks. 

This fall the networks will be carry- 
ing an even dozen westerns each week. 
Seven will be new. 

NBC is premiering Restless Gun, 
Wagon Train, and The Californians. 

New entries on ABC-TV include 
Maverick, Colt .45 and Sugarfoot. The 
latter will alternate on Tuesdays with 
Cheyenne. 

CBS-TV is adding Have Gun Will 
Travel, which, along with Gunsmoke, 
make up the entire western program- 
ming of the network. 





| QUESTION 4: In regard to the 
number of such western pro- 
grams shown on television do 
you feel there should be more of 
this type of program on televi- 
sion, there should be fewer, or do 
you feel the number of such pro- 
grams now on television is about 
right? 

# Y 
More of this type 80 9.0 
Fewer of this type 201 22.6 
Just about right 608 68.4 
Total respondents 
who watched one 
or more westerns 889 100 








Among westerns returning or con- 
tinuing on the networks are Wells 
Fargo, coupled with Restless Gun on 
NBC-TV Monday night; Wyatt Earp 
and Broken Arrow to complete ABC- 
TV’s Tuesday night trio with Cheyenne 
and Sugarfoot; Adventures of Jim 
Bowie on ABC-TV on Friday nights; 
Gunsmoke on CBS-TV_ Saturdays, 
coupled with Have Gun Will Travel. 


Sponsors for the network westerns 
so far include Warner-Lambert, Buick, 
American Tobacco, Procter & Gamble, 
General Mills, Miles Laboratories, Ral- 
ston-Purina, Singer sewing machines, 
American Chicle, Campbell Soup, 
Whitehall, Lever Bros., Liggett & 
Myers, Kaiser Aluminum and General 
Electric. 

All are sold except for two-thirds of 
Wagon Train, half of Restless Gun, 
half of The Californians and a half 
of Colt .45. 
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Public-Service 


far ahead of last year; 
total for 1957 will probably 























Station Class A Announcements 

hourly rate é- [D's 

UNDER $250 Ist quarter 930 

2nd quarter 855 

total 1,785 

$251-$500 Ist quarter 1,129 

2nd quarter 2,171 

total 3,300 

$501-$900 Ist quarter 1,096 

2nd quarter 1,157 

total 2,253 

$901-$1500 Ist quarter 1,341 

2nd quarter 1,453 

report total 2,70 
$1501 UP Ist quarter 1,549 

2nd quarter 1,795 

Second-quarter pace oe ere 
AVERAGE Ist quarter 1,128 

STATION 2nd quarter 1,499 

total 2,627 


pass $200 million 


ublic-service donations in time and 

talent by commercial television 
stations are setting a pace in 1957 far 
ahead of last year’s record-breaking 
$189 million. 

The exclusive TELEVISION AGE quar- 
terly survey of public-service pro- 
grams shows that the money value of 
donations by the nation’s 482 commer- 
cial stations reached an estimated $58 
million in April, May and June this 
year. 

This compares with $42 million in 
public-service time and talent during 
the same period last year, and $44 
million during the first three months 
of 1957. 

Adding together the $44 million 
first-quarter mark and the $58 million 
for the second quarter brings the half- 
year total to $102 million. If this pace 
continues for the rest of the year, and 
there is every indication that it will, 
the year’s public-service record will 
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total more than $200 million in 1957. 

Reviewing the figures on the money 
value. of public service since TV AGE 
first began its quarterly surveys shows 
that contributions to public-interest 
projects in 1955 were $133 million. In 
1956 this total jumped to $189 mil- 
lion. The quarterly report for 1956 
showed: first quarter, $45 million; 
second quarter $42 million; third quar- 
ter $50 million and fourth quarter 
$52 million. 

In 1957 the first-quarter total was 
$44 million, the second $58 million. 
If contributions for the remainder of 
the year follow the same pattern as 
in 1956, the last half of the year will 
add contributions even larger than 
those in the first half. If this happens, 
the year’s total will be well over the 
$200-million mark. 

Again, in the second quarter, in- 
dividual classifications showed changes 
in the averages. Taking the average 








station as a typical example (see 
table) the total donated showed a 
big increase from $92,680 in the first 
quarter to $120.115 in the second. 
The total donations of $212,795 are 
well ahead of those for the first half 
of 1956, which were $187,774. 

On the average station the total 
number of announcements and ID’s 
increased from 1,128 the first three 
months up to 1,499 the second. Value 
of these announcements and ID’s went 
up from $65,340 to $80,335. 

Number of programs also showed 
an increase on the average station, 
jumping from 151 the first quarter to 
188 the second. Hours donated in- 
creased from 67 to 71, and the value 
of programs went up nearly a third, 
from $23,306 to $36,304. Oddly 
enough, the value of time of personnel 
used on public-service programming 
showed a decline on the average 
station from $4,034 to $3,476. 

















|—$—$—$—$—$—$—$—$—$—$—————— SSS a—_a_———QaQaQaaaa 































































































Value announce- Hours Value Value lime Total donated Total donaled 
ments é* ID's | Programs donated programs é* personnel in quarter Ist half 1956 
$21,046 94 42 $6,196 $949 $28,491 $80.156 
20,393 170 18 9,342 1,656 59,982 
11,439 264 90 15,838 2,605 88,473 
37,265 123 73 11,139 2,030 45,434 111,754 
53,002 123 47 21,692 1,545 76,239 
80,267 246 110 32,831 3,575 121,673 
56,551 185 7 26,656 4,502 87,709 193.160 
68,084 224 103 18,569 5,162 121,815 
124,635 409 75 75,225 9,664 209,524 
129,110 214 79 18,196 2,592 179,898 263,604 
147,713 270 89 54,854 1,190 206,757 
276,823 184 168 103,050 6,782 386,665 
——— 
270,780 199 72 84,636 13,618 369,034 1.068.475 
244,788 181 65 74,476 11,418 330,682 
515,568 380 137 159,112 25,036 699,716 
65,340 151 67 23,306 1,034 92,680 187.774 
80,335 188 71 36,304 3,476 * 120,115 
145,675 339 138 59,610 7,510 212,795 
a a SNe ee eS ae 
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Public-Service Record of average tv stations by classification, first and second quarters, 1957 


Explanations of this were made by 
a number of stations to TV AGE edi- 
tors. Few stations keep an accurate 
check of the time executives spend 
on public-service projects. While the 
time spent is substantial, and usually 
the people doing the work are in top- 
salary brackets, their pay is considered 
a part of the cost of running the 
station, and most stations feel reluc- 
tant to apportion any part of it to 
public-service costs. For that reason 
the figures reported in this department 
are nominal and probably fail to re- 
flect the true value of time spent on 
public-service programming. 

Taking up the stations by size, as 
indicated by the Class A hourly rate, 
smallest outlets, those with Class A 
hours selling for $250 and under, de- 
creased the number of their announce- 
ments and ID’s from 930 the first quar- 
ter to 855 the second. Value of these 
announcements was off very little, how- 


ever, dropping from $21,046 to $20.- 
393. The number of programs showed 
a huge increase, going up from 9! 
to 170. This seems to indicate a grow- 
ing awareness of the possibility of 
making public-service programs a pop- 
ular part of the station’s fare, with 
audiences as large as or larger than 
many commercially sponsored shows. 
donated to public-service 
programming increased from 42 the 
first quarter to 48 the second while 


Hours 


the value of programs took a big jump 
from $6,496 to $9,342. Value of time 
and personnel was estimated at an 
average of $949 the first quarter and 
$1,656 the second, making the total 
donated by small stations the first 
quarter $28,491 and for the second 
$59,982. This brings total contribu- 
tions for this class of station during 
the first six months of 1957 to an 
average of $88,473, as compared to 


(Continued on page 49) 


Public-interest 


programming ideas win 


acclaim. awards 


mprovement can be noted from 

month to month in public-service 
programming on the vast majority of 
television stations. 

Management is giving more atten- 
tion not only to the programs that are 
offered in the interest of the com- 
munity and the nation but to the an- 
nouncements and ID’s as well. The 
importance of bringing these programs 
and announcements to the attention of 
large audiences is becoming apparent 
to station executives everywhere. 

Following are a few examples of 
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public interest programming reported 
during recent weeks: 

In the Norfolk area teachers from 
elementary and secondary high schools 
have participated in a month-long 
workshop designed to teach them the 
various ways of utilizing television in 
instructing their students in various 
courses. The workshop was conducted 
in cooperation with wvEc-Tv Norfolk- 
Hampton and ran from 9 a.m. to 4 
p-m. throughout the week during the 
entire month of July. 

Purpose of the course was to pre- 
pare teachers in the area to take ad- 


vantage of the two hours each school 
day which wvec-Tv has given to the 
school system to carry on an experi- 
mental educational television program. 

One of the hours is in the morning, 
from 9 to 10 a.m., and the other in the 
afternoon, from 1 to 2 p.m. They are 
set aside five days a week throughout 
the school year. School authorities ex- 
pect to be able to determine from this 
series how effective tv can be in teach- 
ing large groups with the possibility 
of a savings in teachers and building 
space. 

“We have been interested for some 





OFFICE OF THE VICE PRESIDENT 


WASHINGTON 


June 14, 1957 


Dear Sol: 


This is just a note to tell you how much I 
appreciate your letter of June 7, and the April 8 issue 


of TELEVISION AGE. 


I was not aware of the tremen- 


dous scope and variety of TV programming in the Pub- 
lic Service field until I read the articles. 


I was particularly interested to learn of 
the newcomer, ETV, or educational television, and its 


growing pains and successes. 


It would seem to me that 


a great potential is being opened up by these pioneers in 
the field and that they are performing a real Public Serv- 


ice. 


Equally impressive was the large contribu- 
tions to Public Service made by the commercial stations; 
$189 million dollars represents a real donation of time 


and talent. 


With all good wishes, 


Sincerely, 


Richard ate 


Mr. Sol Paul, Publisher 
TELEVISION AGE 

444 Madison Avenue 
New York 22, N. Y. 


time in the possibilities of educational 
television,” says Thomas P. Chisman, 
president of wveEc-Tv. “In our public 
service programming we have tried to 
bring the viewer television of an edu- 


_ cational and cultural nature. We have 


great hopes that this experiment wilt 
be another step forward for the ad- 
vancement of education in the Nor- 
folk area.” 

In Philadelphia, wrcv-Tv has been 
awarded a 1957 School Bell Award by 
the National Education Association for 
its Progress program, which has been 
presented weekly for the past two years 
under the co-sponsorship of the New 
Jersey Education Association and the 
Pennsylvania State Education Associa- 
tion. 


Documentary Series 


Progress is a documentary series 
under the supervision of William Hay- 
ward, assistant director for radio and 
television of the NJEA and Miss 
Martha Gable, director of the division 
of radio and television for the Phila- 
delphia Public School System and 
WRCV-TV director Del Hostetler. It pre- 
sents various themes by way of dra- 
matic presentations by actual students 
and teachers, exclusive films of specific 
subjects, in-person visitations by such 
prominent figures as Senator Estes 
Kefauver, the governors of the respec- 
tive states and others. 

For the past year Progress has been 
presented. in color. One of the high- 
lights was a special hour-long color 
film A Desk for Billie, which was an 
adaptation of the true-story of Mrs. 
Billie Davis which appeared in the 
Saturday Evening Post under the title 
I Was a Hobo Kid. 

The National Education Association 
reviewing committee selected Progress 
as “the most outstanding local or state 
reporting of education during the 
school year 1956-57 by a magazine, 
newspaper, radio or television station, 
in cooperation with a school system or 
education association.” 

In Richmond wrva-Tv on June 20 
held a day-long seminar-tv workshop 
for 104 community public service 
leaders on how to use television to 
promote their organizations. The en- 





The above letter from the Vice President of the United States was received by ‘“t® WRVA-TV staff participated in 
the Publisher after Mr. Nixon’s attention was called to the April 8 issue of | demonstrations, talks, discussions, 
TELEVISION AGE which reported the tremendous contributions commercial tele- _ question and answer sessions and guest 
vision is making to public service causes. (Continued on page 50) 
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The Age of Television 





Ths week—Sept. 8-14—America celebrates National Television Week. 
This week—as in every other week of the year—television will go on cele- 
brating America. ’ 

For in a way television is America: its drama, its diversions, its news and, 
yes, its industries. 

Television is The Littlest Little Leaguer on a Sunday night in August and 
the World Series in October. 

It’s Clark Gable on The Late Show and Billy Graham in the greatest show on 
Broadway. 

Youth Wants to Know on television and, on feet of wind, You Are There 
against a background of a Wide Wide World. 

Television is the shortest distance to a straight line on a comedy show and 
a long cool look at our government in motion. 

Television is the way we live. It is a mirror of America. 

Americans spend more time at television than at any other waking preoccu- 
pation. 

And Television spends liberally of itself on public service. A recent survey 
by this publication showed that about 18 per cent of total net time revenue is 
being devoted to service causes. 

And contrary to the stridencies of certain chronic dissidents, educators re- 
port a close relation between the expansion of television and the cultural and 
intellectual growth of young people in America. 

Through television, America comes closer to realizing the town-hall ideal of 
democracy than at any time since its colonial origins. 

At no juncture in our history have so many had so great an opportunity to 
judge as clearly their political servants. 

And while television has given wings to our minds, it has turned out to be 
the greatest force for stay-at-home unity since the fireplace. There are even in- 
dications that its impact has helped turn the flanks of the hard-marching divorce 
rate, which has begun to show signs of slowing down for the first time in nearly 
two decades. 

Television is America’s window on itself, and no view of America would be 
honest or complete without the vivid presence of American industry. 

American industry is in transition. Walk down the street of any American city 
and see the changes that have been wrought over the past decade. Gross na- 
tional product in the U.S. has increased from $257 billion in 1948 to $428 
billion in 1957. Television is an integrated part of that expansion. No Amer- 
ican business has ever gone so far so fast. It is a $5-billion-a-year business in 
time, talent and set and equipment sales. Hundreds of thousands of persons 
are gainfully employed in the industry. 

But further—television is the driving force behind an expanding economy and 
a high standard of living. Television is the catalyst that keeps American indus- 
try on the move. 

The average American may not realize it but his job may very well be de- 
pendent upon television’s phenomenal ability to move merchandise, and when 
he has finished his day’s labors he partakes, seated before his set with his 
family, of the profits of a free competitive system of American television. 
This is indeed the age of television. 


The Editors 
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the more you compare balanced programming, 


audience ratings, coverage, or costs per thousand— 


or trustworthy operation—the more you'll prefer 


WAVE Radio 
WAVE-TV 


LOUISVILLE 
NBC AFFILIATES 
NBC SPOT SALES, EXCLUSIVE NATIONAL REPRESENTATIVES 


\ WFIE-TV, Channel 14, the NBC affiliate in Evansville, 
\ is now owned and operated by WAVE, Inc. 








ROUNDUP OF NEWS 


Producers, Distributors 


HYMAN A.A.P. CORP. HEAD 
Eliot Hyman, president of A.A.P., 
Inc., has been elected president of the 
parent Associated Artists 
Productions Corp. He has served the 


company, 


latter company as general manager and 
a member of the board of directors. 
Mr. Hyman succeeds Louis Chesler, 
who continues as chairman of the 
board. 

At the same time, Mr. Hyman an- 
nounced six-month earnings to June 
30 for Associated 
Artists. Net  in- ot 
come amounted : 
to $1,237,628, or 
76 cents a share 
on 1,637,236 
shares outstand- 
ing. Gross reve- 
nues totaled $26,- 

660,000, of which 

$25,840,000 rep- 

resented contracts with tv stations for 
the lease of films. Since the acquisition 
of the Warner Brothers film rights in 
July 1956 and the Popeye film library 
from Paramount Pictures in June 1956, 
Associated Artists has entered into con- 
tracts amounting to $26,750,000, Mr. 
Hyman stated. 

For the past 12 years, Mr. Hyman 
also has been president of York Micro- 
stat Corp., which aided in the develop- 
ment of microfilm for engineering use. 


Bob Rich, general sales manager 
of A.A.P., announced the third major 
sale this year to WGN-TV Chicago. This 
one involves the purchase of westerns 
from A.A.P.’s Gold Mine Library. 


Previous sales to WGN-TV were for the 


Warner features and the Warner car- 
toons. Ben Elrod, manager of the Chi- 
cago office, negotiated the sale. 


DASH HEADS CAROUSEL 

Dave Dash has been appointed pres- 
ident of the newly organized Carousel 
Films, Inc., New York. Carousel, lo- 
cated at 1501 Broadway, has acquired 
13 feature films produced in Europe 
by Burt Balaban, under the Princess 
Pictures banner. Mr. Dash recently 
resigned an executive position with 


On Film 


Cornell Films, 
seven years. Carousel will distribute 
films for the 16mm 
markets, theatres and television. 
HORTON WITH TELESTUDIOS 
King. Horton, broadcasting and ad- 


where he served for 


non-theatrical 


vertising executive, has been appointed 
vice president in charge of sales for 
Telestudios, Inc., New York, producers 
of filmed commercials. Mr. 
who most recently served for two and 


Horton, 


one-half years as radio-tvy account ex- 
ecutive with McCann-Erickson, Inc., 
began his radio career with WFBL 
Syracuse. From there he went to CBS 
Radio Sales Division, New York, and 
later was named sales manager of 
CBS-owned WEE! Boston. In 1948 he 
was transferred to New York, where 
he became eastern sales manager of 
CBS Television. From 1951 to 1953 
he was Pacific sales manager for both 
CBS Radio and Television. In 1953 
Mr. Horton entered the industrial mo- 
tion-picture field and formed his own 
company, Royal Enterprises, Inc. 
Telestudios specializes in serving the 
needs of agencies, program packagers, 
producers, the closed circuit industry 
and other elements of the television 
business that require quality produc- 
tion facilities. 
LEISEN WITH SCREEN GEMS 
Screen Gems, Inc., has announced 
that Mitchell Leisen, motion-picture 
director, will make his television debut 
as executive consultant on the forth- 
coming Shirley Temple fairy-tale pro- 
of the 
shows is expected to begin in October 
debut on NBC-TV. 
Screen Gems also announced that sales 
of Hollywood Serial Parade, a group 
of 31 serials comprising 406 15- to 18- 


grams. Production one-hour 


for a January 


minute films, have been made to three 
more stations. This brings the total 
number of markets for this series to 
52. The stations are WPFH Wilmington- 
Philadelphia and wJw-tv Cleveland, 
both owned by Storer Broadcasting, 
and wBz-tv Boston, a Westinghouse 
outlet. Another series, Casey Jones, has 
been sold in 45 cities. The most recent 
stations to sign for the program are: 
wen-Tv Chicago, wPFH Philadelphia, 


KOaT-TV Albuquerque, KGNC-TV Ama- 
rillo and KBOI-TV Boise. 


LATEST ZIV TV SALES 

Sales of Ziv Tv’s new Harbor Com- 
mand series have been made in more 
than 122 markets. In addition, The 
New Adventures of Martin Kane will 
be seen in more than 168 markets. 
These sales were announced by M. J. 
Rifkin, vice president in charge of 
sales, who noted that the “demand for 
good syndicated film programs con- 
tinues to be unusually brisk.” 

Theo. Hamm Brewing Co., Minne- 
apolis, has purchased Harbor Command 
for 57 stations. Agency is Campbell- 
Mithun. Recent sponsors include the 
Rochester (N. Y.) Milk Producers’ 
Association and Blue Cross, which will 
co-sponsor the program on WVET-TV 
Rochester. The Muller-Pinehurst Dairy 
Co. will place the show on WREX-TV 
Rockford. And wnac-tv Boston has 
purchased the series. The new Martin 
Kane show was bought recently by 
Ventre Packing Co. for wrri Albany. 
In addition, KOLD-Tv Tucson and KTHV 
Little Rock also have bought the latter 
series. 


TPA RETAINS EMMETT ASSOC. 

Television Programs of America, 
Inc., has retained Jay Emmett Associ- 
ates, character merchandising organ- 
ization, to represent it in the licensing 
of three tv film series, according to an 
announcement by Michael M. Siller- 
man, TPA executive vice president. 
The programs involved are Fury, New 
Adventures of Charlie Chan and Cap- 
tain Gallant of the Foreign Legion. 
Contracts covering toys and wearing 
apparel for Fury and Charlie Chan 
have already been set by Emmett As- 
sociates, the company states. 

TPA also has announced that sales 
of Charlie Chan have been made in 78 
markets. The film company’s foreign 
department also has sold Mystery Is 
My Business, starring Hugh Marlowe 
as Ellery Queen, to Associated Redif- 
fusion, London, Eng. Manny Reiner, 
foreign sales manager, further reports 
that the French-dubbed 
Fury has been sold for the Canadian 


version of 


Broadcasting Corp.’s French-language 
network. Fury also will be seen in San 


Juan, P. R., this fall. The Count of 


(Continued on page 46) 
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Film (Continued from page 45) 


Monte Cristo has been sold to General 
Electric for Puerto Rico. This is the 
re-run of this series in this market. The 
Spanish version of Stage 7 will be 
sponsored in San Salvador by the 
Banco Salvadora and by Corp. Pub- 


licitaria in Venezuela. 


NTA APPOINTS WM. BLOOM 
William Bloom, veteran Hollywood 
film producer and executive has been 


named executive producer and head 
of all production of National Telefilm 
Associates, Inc., according to an an- 
nouncement by Bernard Tabakin, vice 
president of NTA’s western division. 
The appointment coincided with the 
promotion of Sylvia Seymour, NTA 
west-coast executive, to the post of as- 
sistant to Mr. Bloom, who will super- 
vise current series being produced for 
NTA. They are Official Detective and 
Sheriff of Cochise at Desilu and How 
to Marry a Millionaire and Man With- 
out a Gun at 20th Century-Fox. 









ACCURACY 


This word, in film processing, is a very important 
werd indeed. 


People tell you that one film processing job 
is as good as another, and what the heck, what's the 
of y, anyway? 





Well. To answer that one would take a very long time. 
Suffice it to say here that it’s summed up in 

il the operations of a processing job, where even 
the smallest details are of great importance. 

It shows everywhere, and it positively shines when 
the film appears on the screen. 


What we're talking about, of course, are the people 
and the operati at Preci Film Laboratories. 
Here attention to detail, sound, proven techniques 
are applied by skilled, expert technicians to 

assure you the accurate, exact processing your films 
deserve to justify your best production efforts. 





Accuracy is a must for TV —for industrials —for 
education—for all movies. 


you'll see i and hear 


rFtunm 


tCABORATORIES. tn ec. 


21 West 46th Street, New York 36, New York 


tn everything, there ie one best. . 
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-in tim processing, it's Precision 





NEW TV FILM SALES FIRM 

Formation of a new tv film sales 
company, Flamingo Telefilm Sales, 
Inc., has been announced by Herman 
Rush, president, and Ira Gottlieb, ex- 
ecutive vice president. The new firm 
has been appointed exclusive sales 
agent for Flamingo Films, Inc. Mr. 
Rush was formerly vice president in 
charge of sales for Official Films, Inc., 
and Mr. Gottlieb was with Flamingo 
Films for about five years and had 
been in charge of sales for the past 
year. 

In addition to a syndicated catalog 
of about six packages, Flamingo Tele- 
films has been named sales agents for 
the O.S.S. and Superman series, which 
will be seen nationally on ABC-TV this 
fall. 


PARSONS-CBS FILM DEAL 

An agreement has been reached be- 
tween CBS-TV Film Sales, Inc., and 
Parsons Productions, Inc., whereby 
the latter firm will deliver over the 
next eight months approximately $1.5- 
million worth of 30-minute tv films to 
CBS. The deal was concluded by Leslie 
Harris, CBS-TV Film Sales vice presi- 
dent, and Lindsley Parsons, Hollywood 
producer. A major part of the agree- 
ment involves the delivery of 39 
episodes of The Gray Ghost, based on 
the exploits of Maj. John Mosby, Con- 


federate cavalry hero. 


OFFICIAL APPOINTMENTS 

The election of William A. Cruik- 
shank Jr. as a member of the board 
of directors of Official Films, Inc., 
highlights a series of new appoint- 
ments at the film company. In addition 
to Mr. Cruikshank, who is president 
of Four Star Films, Inc., the appoint- 
ment of Harvey L. Fichter as Official’s 
northeast account supervisor, as well 
as the naming of four new sales ex- 
ecutives, has been announced. Mr. 
Fichter was formerly an account ex- 
ecutive with Television Programs of 
America and headed that firm’s New 
England sales division. New Official ac- 
count executives are: Frank Meyers, 
formerly with Republic Pictures, who 
will now head the Dallas office; George 
Gilbert, formerly with Screen Gems 
and Interstate Tv; Stan Byrnes, ex- 
TPA and Studio Films, and Ray Fuld, 
most recently with MGM-TV. 

















The election of Mr. Cruikshank to 
the board will give representation to 
the Official Films’ holdings of Dick 
Powell, David Niven and Charles Boy- 
er, who, along with Mr. Cruikshank, 
have a substantial stock 


Official. 


interest in 


A. A. P., Inc., sales: 


Goldmine Library: wtic-tv Hartford (Movie- 
land features), KCRA-Tv Sacramento (AAP 
features), WsSBA-Tv York (Sherlock Holmes). 
Popeye Cartoons: WNEM-TV Bay City, KHOL- 
tv Holdredge. Warner Bros. Cartoons: KFDA- 
tv Amarillo, KLAS-Ttv Las Vegas. Warner 
Bros. Features: Ketv Omaha, KCsJ-tv Pue- 
blo, WMAL-Tv Washington. 


ABC FILM SYNDICATION, INC., 
sales: 


Code 3: wer-tv Buffalo (Carlings Breweries 
Ltd.), wiew-c Columbus, wiw-tv Cincinnati, 
WJBK-TV Detroit (participating), KCEZ-TV 
Kalispell, wrtz Plattsburg. Douglas Fair- 
banks Presents: kvos-tv Bellingham (Suc- 
cess Wax-Frozen food), Kstx-tv Corpus 
Christi, KTsM-Ty F! Paso, wLw-1 Indianapolis, 
KGEz-TV Kalispell, Kosa-tv Odessa, WRCV-TV 
Philadelphia, ktvw Seattle, wisw-tv Topeka. 
Herald Playhouse/The Playhouse: KXLF-TV 
Butte, KRLD-tv Dallas, wiw-1 Indianapolis, 
KGEz-TV Kalispell, Kosa-tv Odessa, TBA 
Roanoke. 


FLAMINGO FILMS, sales: 


Country Show-Featuring Stars of the Grand 
Ole Opry: For Pillsbury Mills’ Ballard Flour 
on: WALD-TvV Albany, waca-tv Atlanta, wRDW- 
Tv Augusta, wBRz-Tvy Baton Rouge, wBRC-TV 
Birmingham, wusN-tvy Charleston, WBTV 
Charlotte, wis-tv Columbia, wrBL-tv Colum- 
bus, WMSL-Tv Decatur, wrvy Dothan, wBTw 


Florence, WFMyY-Tv Greensboro, WFBC-TV 
Greenville, S. C., wnct Greenville, N. C., 
WLBT-Tv Jackson, WFGA-TV Jacksonville, 


WMAz-Tv Macon, wToK-tv Meridian, wALa- 
tv Mobile, wsra-tv Montgomery, wDsuU-Tv 
New Orleans, wrar-tv Norfolk, wJpM-TV 
Panama City, Fla., WEAR-Tv Pensacola, wToc- 
TV Savannah, wectv Tallahassee, WFLA-TV 
Tampa. 


INTERNATIONAL NEWS 
SERVICE, sales: 


International News Photos—4x5 Telops: K1- 
tv Idaho. International News Photos—35mm 
slides: Tv Tupi Rio de Janeiro, Brazil. Tele- 
news Weekly News Review: woov-tvy Grand 
Rapids, KELO-Tv Sioux Falls. 


Suppliers, Services 
NEW GRAFLEX PLANT 

Graflex, Inc., Rochester, N. Y., pro- 
ducer of cameras, photographic and 
electronic equipment, expects to move 
into its new plant some time this 
month, the company has announced. 
Located on 45 acres in Pittsford, a sub- 
urb of Rochester, the one-story build- 
ing will provide 223,000 square feet of 
manufacturing and office space. 


NEW N. Y. TV CENTER 
A new television production center 
in midtown New York has been an- 


nounced by Caravel Films, Inc., pro- 
ducers of tv, business and govern- 
ment films for 37 years. Caravel’s 
studios in Hemp- 
stead, L. I., will 
remain open for 
all types of film 
making. Tv pro- 
gram series, com- 
mercials and in- 
dustrials will be 
handled by the 


new center. 





The main stage 
of the Caravel New York operation 
will be 75 by 100 feet, according to 
the announcement by David I. Pincus, 
president. Formal opening of the cen- 
ter will be held about Sept. 15. It is 
located at 20 West End Ave., near 60th 
St. According to Mr. Pincus, comple- 
tion of the studios marks the first stage 
of a $1-million expansion project. 


ATV STUDIOS TO MPO 


MPO Television Films, Inc., New 





York, has acquired the studios and 
facilities of ATV Film Productions, 
Inc., same city. The announcement was 
made jointly by Judd L. Pollock, MPO 
president, and Mickey Schwarz, ATV 
president, who becomes a_producer- 
director for MPO. In making the an- 
nouncement, Mr. Pollock noted that the 
combined staffs and studios of both 
firms make MPO “the largest com- 
mercial film producer in the country.” 
The consolidation gives MPO a total 
of five exclusively owned and operated 
shooting stages. ATV was organized 
in 1953 by Mr. Schwarz, who is a 
veteran of more than 26 years in the 
film business. He has edited and pro- 
duced features and short subjects for 
Sol Lesser, Universal and Paramount. 

MPO’s production center is located 
at 210 W. 65th St., while its sales, edit- 
ing and general offices are at 15 E. 
53rd St. The former ATV center is at 
35-01 Northern Blvd., Long 
City. 


Island 


(Continued on page 48) 











matching of picture to track. 


e Magnetic Model $185.00. 














OUR EXPERIENCE IS YOUR KEY TO 


SERVICE & DEPENDABILITY 





CAMART DUAL SOUND READER 
Edit single and double system |6mm or 35mm optical sound. 
Edit sing.e system Magnastripe or double system magnetic sound. 
Easy to attach to any 16mm motion picture viewer to obtain perfect lip-syne 


e Works from left to right and right to left. 


Optical Model $195.00 


$9.60 
$6.50 





sc CAMERA MART... | 


at 60th St 


1845 BROADWAY 


NEW YORK 23,N. Y 


* Plaza 7-697 
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ECCO No. 1500 Speed Roll Applicator and Cleaning 
Fluid. Anti-static, anti-toxic. 


Cleans, conditions and lubricates your film in one easy opera- 
tion. Noninflammable, eliminates waxing, absolutely safe. 
Ecco No. 1500 Applicator 
ECCO No. 1500 Clean- 
ing Fluid per gallon 


ECCO No. 2000 Negative 
Cleaning Fluid per gallon 


29.50 
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Commercial Films 


ACADEMY PICTURES, INC. 
Completed: Shell Oil Co. (gasoline), JWT; 


. S. Navy (recruiting), direct; Bavarian 

Brewing Co. (beer), Calkins & Holden; Hol- 
sum United Bakery Program (bread), W. E. 
Long; Hills Bros. Coffee, Inc. (coffee), Ayer; 
Procter & Gamble Co. (Prell shampoo), 
B&B; Lever Bros. Co. (Lifebuoy), Mac- 
Laren. 
In Production: Procter & Gamble Co. (Prell 
shampoo), B&B; Sylvania Electric Products, 
Inc. (Show Closing), JWT; Shell Oil Co. 
(gasoline), JWT; Esso Imperial (gasoline), 
MacLaren; National Biscuit Co. (Fig New- 
ton), McCann-Erickson; Wise Potato Chip 
Co. (potato chips), Lynn; Maryland Phar- 
maceutical Co. (Rem), Gumbinner; Kingston 
Cake Co. (Blue Ribbon cupcakes), Lynn; 
Duffy-Mott Co. (Mott’s applesauce), Y&R; 
U. S. Navy (Beach Intelligence), direct; 
Holsum United Bakery Program (bread), 
W. E. Long; National Biscuit Co. (Chocolate 
grahams), McCann-Erickson. 


CASCADE PICTURES OF 
CALIFORNIA, INC. 


Completed: Toni Co. Div. of Gillette Co. 
(Bobbi), Tatham-Laird; Armour & Co. 
(Dial), FC&B; Ford Motor Co. (Edsel cars), 
FC&B; Falstaff Brewing Corp. (beer), D- 
F-S; Max Factor & Co. (Hi Fi lipstick) 
Doyle Dane Bernbach; Liggett & Myers 
Tobacco Co. (L&M), D-F-S; Toni Co. Div. 
of Gillette Co. (Pamper), Clinton E. Frank. 


SHAMUS CULHANE 
PRODUCTIONS, INC. 


Completed: Peter Paul, Inc. (Almond Joy 
candy), D-F-S; National Trust Co. (savings), 
MacLaren; Molson’s Brewery, Ltd. (ale), 
MacLaren; Tuckett Tobacco Co. (Margerite 
cigars), MacLaren; P. Ballantine & Sons 
(beer), Esty; Philip Morris & Co. (Marl- 
boro), Burnett; Miles Laboratories, Inc. 
(Alka-Seltzer) ; International Shoe Co. (Poll- 
Parrot shoes), Krupnick. 

In Production: Pharmaco, Inc. (Feenamint 
& Chooz), D-F-S; Colgate-Palmolive Co. 
(Vel Beauty bar soap), Carl Brown; Kno- 
mark Mfg. Co. (Esquire shoe polish), Mo- 
gul; Carling Brewing Co., Inc. (Red Cap 
ale), McKim; General Motors Corp. (Frigi- 
daire refrigerators), Kudner; U. S. Air 
Force (recruiting), R&R; Flav-R-Straws Inc. 
(Flav-R-Straws), R&R; Quaker Oats Co. 
(cereal), Wherry, Baker & Tilden; Miles 
Laboratories, Inc. (1-A Day Vitamin, Alka- 
Seltzer), Wade; Radio Corporation of Amer- 
ica (RCA picture tubes), Lefton; Alberto- 
Culver Co. (VO-5 Rinse Away), Wade; 
Aluminum Co. of America (Alcoa panel), 
F&S&R; Scott Paper Co. (Scotties, Scott 
towels), JWT; Lever Bros. Co. (Lux & 
Wisk), JWT; Paper Mate Co., Inc. (pens), 
FC&B; P. Ballantine & Sons (beer), Esty; 
National Biscuit Co. (Premium saltines) , Mc- 
Cann-Erickson; Holsum United Bakery Pro- 
gram (bread), W. E. Long. 


FILMACK CORP. 


Completed: Continental Casualty Co. (in- 
surance promotion), George Hartman; Re- 
publican Party of Wisconsin (Kohler for 
Senator), Cramer-Krasselt; National Homes 
Corp. (National Home Week), Blair; 
WEEK-Tv Peoria (Comic Carnival Chil- 
dren’s show), direct; Stroh Brewery Co. 
(beer), Zimmer, Keller & Calvert. 


HANKINSON STUDIO, INC. 


Completed: Westinghouse Electric Corp. (re- 
frigerators, ranges, home laundry), Mc- 
Cann-Erickson; American Telephone & Tele- 
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A “Bring Home the Coke” spot pro- 
duced by Animation, Inc., Hollywood. 


graph Co. (yellow pages), McCann-Erickson; 
Wheatena Corp. (Wheatena), C&W; Smith- 
Corona, Inc. (portable typewriter) C&W; 
Carling Brewing Co. (Red Cap ale), B&B. 
In Production: Sunshine Biscuit, Inc. (Hy- 
drox, Krisp, Hi Ho), C&W; Westinghouse 
Electric Corp. (refrigerators), McCann- 
Erickson; Chase Manhattan Bank (savings 
account), C&W. 


KEITZ & HERNDON 


Completed: Cain’s Coffee Co. (instant cof- 
fee), Lowe-Runkle; O. A. Sutton Corp. 
(Vornado air conditioners) , Lago-Whitehead. 
In Production: Mishawaka Rubber & Woolen 
Mfg. Co. (Red Ball shoes), Campbell- 
Mithun; Dr. Pepper Co. (soft drink), Grant; 
Southern Union Gas Co., direct; Lone Star 
Gas Co. (natural gas service & gas ap- 
pliances), R&R; American Liberty Oil Co. 
(Amilico gasoline), Taylor, Norsworthy. 


KLAEGER FILM 
PRODUCTIONS, INC. 


Completed: U. S. Rubber Co. (US Royal 
tires), Fletcher D. Richards; Greyhound 
Corp. (bus service), Grey; Procter & Gamble 
Co. (Tide), B&B. 

In Production: S. A. Schonbrunn & Co. 
(Savarin), FC&B; Whitehall Pharmacal Co. 
(Anacin), Bates; General Motors Corp. 
(General Motors institutional), MacManus, 
John & Adams; Minn. Mining & Mfg. 
(Scotchgard), MacManus, John & Adams; 
Westinghouse Electric Corp. (power genera- 
tion), McCann-Erickson; Scripto, Inc. (pens 
& pencils), Donahue & Coe; Lever Bros. Co. 
(Imperial margarine), FC&B. 


JAMES A. LOVE PRODUCTIONS 


Completed: Raytheon Mfg. Co. (Hawk Guid- 
ance Flight), direct. 

In Production: Small Boat Handling, direct; 
U. S. Air Force (Teaching By Guided Dis- 
cussion), direct; Commercial Solvents Corp. 
(Peak Anti-Freeze), F&S&R; Boyle-Midway, 
Inc. (Wizard Wick, Wizard Push Button, 
Easy Off), Geyer; Aluminum Company of 
America (Highway products), F&S&R; Ray- 
theon Mfg. Co. (Hawk Report #2), direct; 
Vick Chemical Co. (VapoRub), Morse. 


MPO TELEVISION FILMS, INC. 


Completed: Shulton, Inc. (hand & body lo- 
tion, Old Spice after shave), Wesley; Radio 
Corporation of America (tv), K&E; Sylvania 
Electric Products, Inc. (tv), JWT. 

In Production: P. Lorillard Co. (Old Gold), 
L&N; American Gas Assn. (manufactured & 
natural gas), L&N; General Foods Corp. 
(Post cereal), B&B; Helena Rubinstein, Inc. 
(Mascara-matic), Ogilvy, Benson & Mather; 
Gillette Co. (shavers), Maxon; Radio Cor- 
poration of America (Whirlpool), K&E; 
Procter & Gamble Co. (Dash), D-F-S; Fri- 
gidaire Div. General Motors Corp. (washer), 
Kudner; Lever Bros. Co. (Gayla soap), 
BBDO. 






FRED NILES PRODUCTIONS 


Completed: Vienna Sausage Co. (franks, 
sliced corned beef & Wilno corned beef), 
H. M. Gross; Carling Brewing Co. (Stag 
beer), Erwin, Wasey; Procter & Gamble Co. 
(American Family detergent), H. W. Kastor; 
Montgomery, Ward & Co. (sewing machines, 
aluminum doors), direct; Paper Mate Co., 
Inc. (pens), FC&B. 

In Production: Hamilton Beach Co., Div. of 
Scovill Mfg. Co. (appliances), Erwin-Wasey, 
George Wiedmann Brewing Co. (beer), 
Tatham-Laird; Von Schrader Mfg. Co. 
(Powder-ene rug cleaner), Reinecke, Meyer 
& Finn; National Presto Industries, Inc. (ap- 
pliances), Donahue & Coe. 


RAY PATIN PRODUCTIONS, 
INC. 


In Production: Jack’s Cookies, Fitzgerald; 
Joseph Schlitz Brewing Co. (beer), JWT; 
Louisiana State Rice Milling Co., Inc. (Ma- 
hatma-Water Maid rice), Fitzgerald. 


HAL ROACH STUDIOS 


Completed: Bulova Watch Co. (watches), 
McCann-Erickson; SOS Co. (SOS), McCann- 
Erickson. 

In Production: American Telephone & Tele- 
graph Co., Ayer; Bulova Watch Co. 
(watches), McCann-Erickson; Helene Curtis 
Industries, Inc. (beauty preparations), Ed- 
ward H. Weiss; General Motors Corp., Kud- 
ner; Mars, Inc. (candy), Knox Reeves; 
Nestle Co., Inc. (Nescafe), Houston; SOS 
Co. (SOS, Tuffy), McCann-Erickson. 


SOUND MASTERS, INC. 


Completed : 
DCS&S. 
In Production: Borden Co. (instant coffee), 
DCS&S; Pontiac Div. of General Motors 
Corp. (Pontiac cars), MacManus, John & 
Adams; Procter & Gamble Co. (Spic & 
Span), Y&R; National Biscuit Co. (Milk 
Bone) , K&E. 


Borden Co. (instant coffee), 


BILL STURM STUDIOS, INC. 


Completed: Harold F. Ritchie, Inc. (Bryl- 
creem), Atherton & Currier; National Bis- 
cuit Co. (Nabisco Sweet goods), McCann- 
Erickson; Association of Apple Growers 
(McIntosh apples), Hoyt; Ronson Corp. (as- 
sorted products), NC&K; Coca-Cola Co. 
(Coca-Cola), McCann- Erickson; MGM 
(“Gun Glory”), Donahue & Coe. 

In Production: Ronson Corp. (assorted prod- 
ucts), NC&K; Harold F. Ritchie, Inc. (Bryl- 
creem), Atherton & Currier; Radio Cerpora- 
tion of America (Whirlpool), K&E; Niagara 
Mohawk Power Corp. (service), BBDO; 
MGM (“Raintree County”), Donahue & Coe; 
Herald Tribune (“Tangle Towns”), Donahue 
& Coe. 


TV GRAPHICS 


Completed: International Business Machines 
Corp. (IBM machines), B&B; Procter & 
Gamble Co. (Prell), B&B; P. Ballantine & 
Sons (beer), Esty; Procter & Gamble Co. 
(Joy, Spic & Span, Oxydol), Burnett; Nehi 
Corp. (Royal Crown Cola), Compton. 

In Production: Best Foods, Inc. (H-O 
cereal), SSC&B; Aluminum Co. of America 
(Alcoa products), F&S&R; Borden Co. (milk 
& ice cream), B&B; Campbell Soup Co. 
(Franco-American spaghetti), Burnett: Lib- 
bey-Owens-Ford Glass Co. (auto plate glass), 


F&S&R. 


UNIVERSAL PICTURES CO. TV 


Completed: Procter & Gamble Co. (Camay, 
Lava), Burnett; Lever Bros. Co. (Lux), 
JWT; Philip Morris & Co. (Parliament), 























Service (Continued from page 41) 
$80,156 last year. 


These same comparisons can be 
followed through each station classifi- 
cation. Without going into detail as 
to how the public-service donations 
were made, a factor that can be fol- 





B&B; U. S. Army (Training Film), D-F-S; 
Continental Oil Co. (Conoco gas & oil), 

B; Chrysler Corp. (Chrysler & Imperial 
cars), McCann-Erickson; American Tobacco 
Co. (Hit Parade), BBDO; Colgate-Palmolive 
Co. (deodorant soap), L&N; Kellogg Co. 
(Sugar Pops), Burnett; Philip Morris & Co. 
(Marlboro), Burnett; Ford Motor Co. (cars), 
JWT; Chevrolet Motor, Div. General Motors 
Corp., Deleo Products Div. General Motors 
Corp., Campbell-Ewald; Mercury Div. of 
Ford Motor Co. (Mercury cars), K&E; 
Beech-Nut Packing Co. (baby food), K&E; 
Dodge Div. of Chrysler Corp. (Dodge cars), 
Grant; Pepsi-Cola Co. (Pepsi-Cola), K&E; 
American Health Studios (reducing gyms) 
Hayes, Wooters & Troxell; National Guard 
(recruiting), Robert Orr. 


In Production: E. |. DuPont de Nemours & 
Co., Inc. (various products), BBDO; United 
States Steel Corp. (Institutional), BBDO; 
Pepsi-Cola Co. (Pepsi-Cola), K&E; Philip 
Morris & Co. (Marlboro), Burnett; Schick, 
Inc. (shavers), B&B; DeSoto Div. of Chrysler 
Corp. (DeSoto cars), BBDO; Kellogg Co. 
(various products), Burnett; Pillsbury 
Mills, Inc. (various products), Burnett; S. 
C. Johnson & Son, Inc. (Jubilee & Glade), 
B&B; Procter & Gamble Co. (Joy), Burnett; 
Coca-Cola Co. (Coke), McCann-Erickson; 
Dodge Div. of Chrysler Corp. (Dodge cars), 
Grant; Colgate-Palmolive Co. (Lustre 
Creme), L&N; U. S. Navy (Moral Leader- 
ship), direct; Dow Chemical Co. (Indus- 
trial), direct; Campbell Soup Co. (In- 
dustrial), Burnett. 


UPA PICTURES, INC. 


Completed: Piel Bros., Inc. (beer), Y&R; 
Coca-Cola Co. (Coca-Cola), McCann-Erick- 
son; Caloric Appliance Corp. (gas ranges), 
R&R; Procter & Gamble Co. (cheer), Y&R. 
In Production: Bristol-Myers, Inc. (Buffer- 
in), Y&R; Nestle Co., Inc. (Nescafe), 
Bryan Houston; Radio Corporation of Amer- 
ica (RCA Sterophonic SD), K&E; Coca- 
Cola Export (Coca-Cola), direct; Coca-Cola 
Co. (Coca-Cola), McCann-Erickson; Nation- 
al Biscuit Co. (Nabisco), K&E; Quality 
Bakers of America (Sunbeam bread), direct; 
Colgate-Palmolive Co. (Colgate toothpaste) , 
Bates; Drackett Co. (Windex), Y&R; S. A. 
Schonbrunn & Co., Inc. (Savarin), FC&B; 
Piel Bros., Inc. (beer), Y&R; General Foods 
Corp. (Post Cereal, Sanka Coffee, Danny 
Thomas Show opening), B&B; Liggett & 
Myers Tobacco Co. (Chesterfield, Frank Sina- 
tra Show opening), McCann-Erickson; Syl- 
vania Electric Products, Inc., JWT. 


WONDSEL, CARLISLE & 
DUNPHY 


Completed: Standard Brands, Inc. (Chase & 
Sanborn instant coffee), Compton; National 
Biscuit Co. (Uneeda Instant Fizz), Bates; 
Royal McBee Corp. (typewriter), Y&R. 

In Production: American Home Foods, Inc. 
(Chef-Boy-Ar-Dee Beefaroni), Y&R; Amer- 
ican Tobacco Co. (Lucky Strike), BBDO; 
Columbia Records, Inc. (phonograph), Mc- 
Cann-Erickson; Esterbrook Pen Co. (foun- 
tain pens), Y&R; Vick Chemical Co. 
(Vaporub, Vatronol), Morse; Westinghouse 
Electric Corp. (home appliances), McCann- 
ga Royal McBee Corp. (typewriter), 


lowed more easily on the chart, a 
rundown of the various station clas- 
sifications shows general increases this 
year over last. 

Stations with Class A rates between 
$251 and $500 donated a total of 
$76,239 on an average during the 
second quarter, which, added to do- 
nations in the first quarter, brings 
their total for the six-month period 
to $121,673. This may be compared 
with the $111,754 which the same 
class of stations donated in the first 
six months last year. 

Stations with Class A hour rates of 
from $501 to $900 donated a total 
of $121,815 during the second quarter, 
which, added to the first quarter, 
brought their total to $209,524 on the 
average. This may be compared with 
the $193,160 which the average sta- 
tion in this class donated during the 
first half of 1956. 

Stations with Class A rates of be- 
tween $901 and $1,500 donated a 
total of $206,757 during the second 
quarter, which brought their six-month 
total to $386,655. Last year they do- 
nated an average of $263,604 during 
the same period. 


Largest Stations 


Largest stations, those with Class 
A rates of $1,501 and over, showed 
a slightly different trend from the 
average. While the number of their 
ID’s 


during the second quarter. 


announcements and increased 
slightly 
the value of these announcements and 
ID’s showed a decrease, seeming to 
indicate that more ID’s and fewer 
announcements were used, or that 
they were placed in less valuable time 
slots. 

The number of public-service pro- 
grams for these larger stations also 


did the 


number of hours and value. Totals. 


showed a small drop, as 


then, in the donations of these largest 
stations in the quarter came _ to 
$330,682, as compared to $369,034 
the first quarter, making the total for 
the six months $699,716. This com- 
pares with total average donations of 
more than $1 million during the 
same period last year. 

Reports on the public-service tele- 
casts by commercial stations for the 
third quarter will be published in a 
December issue of TV AGE. 


-_ z 


KQTV 


for Northwest lowa 


“In Emmetsburg, Iowa 95% view KQTV. 





The Continuing Certified Sidewalk 
Survey* for which I was the official 
observer shows what everyone in 
Emmetsburg realizes. KQTV is the 
station we rely on.” 
C. A. Dinges, Mayor 
Emmetsburg 


Put your advertising dollars — 
where they count — on KQTV- 
NBC for Northwest lowa. 





© Emmetsburg 65 air miles ®@ Fort Dodge 


QTV 


Fort Dodge, lowa 


Ed Breen, Manager 
Represented by: 
John E. Pearson Co. 


*The C. C. S. Survey certified by,may- 
ors, councilmen, chiefs of police, as of 
July 27th, 1957, covers 8 counties, 16 
cities, shows 41,573 KQTV homes. 
(Omits seven counties from which 
KQTV receive mail) 
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and still growing 





ROCKFORD 


irvivois 


pbruea of 
market power! 


New industries continue to come to 
~ tele Mmelestertell- Met baste hy 
ntinue to expand. That is why 

has become the NO. 1 City 
outside Chicago Evate! 
narket for yo eleeeita el g 
*es. Rockford is the 2nd largest 


e tool center in the world 
he USA in expendable income 
h in buying power anc 
in Postal Savings 


BIG and still growing 


@ Survey after Survey of 14 
counties indicates Uncontested 
Dominance of Northern Illinois- 
Southern Wisconsin area by 
WREX-TV. 


® Combined rural and industrial 
following . . . ideal for test 
campaigns. 


WREX-TV 


“Tope tu 


sales power! 


J. M. BAISCH, General Manager 
REPRESENTED BY H-R TELEVISION, INC. 


CHANNEL 13 


© Cl 


ROCKFORD 
ILLINOIS 





50 September 9, 1957, Television Age 





Programs (Continued from page 42) 


speakers from the station’s network, 
CBS-TV. 

In Rochester WROC-TV, in connection 
with its eighth anniversary on the air, 
saluted the volunteers of the Rochester- 
Monroe county American Red Cross 
blood donor program. The day was 
proclaimed as Blood Donor Day by 
Peter Barry, mayor of Rochester. Pro- 
gramming throughout the day was de- 
voted to a salute to blood donors and 
volunteers including a campaign in- 
tended to make viewers recognize the 
continuing need for blood. 

wsBT-Tv South Bend has been suc- 
cessful in its attempt to create some- 
thing new and hard-hitting in local 
public service with its Jn These Hands 
series. In cooperation with the St. 
Joseph Country Medical Society the 
station created four half-hour shows 
which portrayed the progress of medi- 
cine. 

The title and film of the 


series was developed by Linder-Scott 


format 


Associates, production agency, in co- 
operation with the wsBT-Tv public 
service and production departments. 
Reenactments of actual medical case 
histories were filmed by the station’s 
news department cameras, using ama- 
teur actors for the most part. Live seg- 
ments of the shows were hosted by 
Dr. R. L. Sensenich, a past president 
of the American Medical Association, 
who has practiced in the South Bend 
area for 45 years. 

The newsreel technique lent excite- 
ment and authenticity to each of the 
filmed segments. “We have been im- 
mensely pleased and a little surprised 
over the success of the show,” said 
Neal B. Welch, wsBt-tv general man- 
ager. 

At the end of the school year WBRE- 
Tv Wilkes Barre completed its first 
year of its experimental educational 
Children from the 
first through the sixth grades watched 
ine series for a full 37 weeks. Al- 
though 
Wilkes Barre project schools through- 
out the area joined in watching the 
music, science and other courses. 

The project was in charge of Miss 
Charlotte Lord, Wilkes-Barre City 
School co-ordinator of tv, while the 
station provided the 


television series. 


originally intended as a 


time, studio, 





The mayor of Rochester, N. Y., Peter 
Barry, signs the proclamation which 
WROC-TV 
anniversary Blood Donor Day. On the 


makes Rochester’s eighth 
left is William Fay, general manager 
of the station and vice president of 
Transcontinent Television Corp. On the 
right is Arthur M. R. Hughes, presi- 
dent of the Rochester-Monroe County 
chapter of the American Red Cross. 
Each year on its anniversary the sta- 


tion salutes the blood donor program. 


equipment and staff facilities. Some 
183 programs were presented. 

A new step in the Westinghouse 
Broadcasting Co. continuing campaign 
for improved public service telecast- 
announced by WBC 


will be an 


been 
This 


television-radio 


ing has 


officials. annual 
history award contest 
for which any station, not affiliated 
with Westinghouse, is eligible to com- 
bine efforts with its state or 
historical society in the production of 


local 


programs*or program series for entry 
in the $1,000 contest. Each participat- 
ing station must submit tape, film or 
transcription of its program or series 
of programs to the historical society 
Pro- 
grams broadcast up to the end of 
1957 will be eligible. 

A report on network public service 


in its area for consideration. 


programming issued by the National 
Broadcasting Company recently points 
out that that network alone broadcast 
more than a thousand one-minute tele- 
1956. 
These announcements, together with 
the 2,600 which were broadcast on 
NBC radio, were in behalf of more 


vision announcements during 


than a hundred public service pro- 
NBC estimates that together 
these announcements created some 12 
billion viewer and, if 
paid for, would have cost their spon- 
sors $9 million. 


jects. 


impressions 
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mong reps there are two definite 
A schools of thought about the kind 
of background that best equips a spot 
tv salesman for selling in today’s buy- 
should he be station- 
trained or agency-trained? 

The proponents of the station-trained 
school state that a salesman should 
know tv best—all aspects of it. But 
he should be especially oriented to 
the station view. They argue that the 
spot salesman and the spot buyer are, 
essentially, middlemen for stations and 


ers’ market: 


clients, respectively. 

Each is a specialist on his side of 
the transaction, and the prime con- 
sideration of the station rep is to con- 
centrate his “expertness” for the sta- 
tion he represents. This, of course, does 
not preclude each one learning by 
association as much as possible about 
the other side. But, the station-trained 
advocates believe, it is the primary 
function of the salesman in negotia- 
tions with buyers to appreciate and 
allow for the hazards and mechanics 
involved in a station’s operation. If he 
does not do this, who will? 

Backers of the agency-trained school 
claim it is more advantageous for the 
salesman to have had practical ex- 
perience that enables him to have and 
hold the agency point of view. If he 
has had first-hand contact with the 
hazards and mechanics of an agency 
operation, he'll then be better able to 
cater to the needs of the client. 

In fact, some supporters of this line 
suggest that a man who has worked 
for a client has an all-important asset 
for selling spot. (Experience in mer- 
chandising is considered a particularly 
valuable aid to the salesman.) He talks 


September 9, 1957 


a review of 
current activity 
in national 
spot tv 


the language of his customer, he can 
help the buyer “sell” the client on spot. 

Both schools realize that the develop- 
ment of the ideal salesman—with both 
a station and agency background—is 
unusual for the 
present. “It would take at least 10 
years for one man to get the right 
experience in both spheres,” one 
executive said. “Perhaps, though, such 


if not unrealistic, 


double-barreled salesmen are men of 
the future.” 


AMERICAN SUGAR CO. 
(Ted Bates & Co., Inc., N. Y.) 


The fall campaign for this firm (mentioned 
in Aug. 26 Spot Report) will get going in 
many markets Sept. 13 and will run for 

13 weeks. Bob Gruskay is the timebuyer. 


ASSOCIATED BULB GROWERS 
OF HOLLAND 


(Anderson & Cairns, Inc., N. Y.) 


As part of its long-range evaluation of all 
local media, the bulb growers will use spot 
tv in Nashville and Little Rock. This local 
effort supplements the group’s magazine use. 
Victor Seydel, vice president in charge of 
radio-tv, is the contact. 





Bob Bruno, timebuyer at Dancer-F itz- 


gerald-Sample, Inc., New York, is 
handling the buying for Sterling 


Drug’s Bayer Nasal Spray. 





REPORT 


BEST FOODS, INC. 
(Guild, Bascom, Bonfigli, Inc., 
San Francisco) 


For NUCOA the company is sponsoring 
three shows in New York and two in Los 
Angeles and is looking for a third in the 
latter market. What happens next depends on 
results in these two markets. Richard Tyler, 
media director, is the contact. 


BEST FOODS, INC. 

(Sullivan, Stauffer, Colwell & Bayles, 
Inc., N. Y.) 

For H-O QUICK OATS the company is 
adding three markets to the six reported in 
Tele-scope July 29. The markets are Port- 
land, Ore., San Francisco and Seattle. The 
schedules get under way Sept. 16 for seven 
weeks. There are more to come in this 
campaign. Dan Hirsch is the timebuyer. 


BREAST-O-CHICKEN TUNA, 
INC, 

(Guild, Bascom & Bonfigli, Inc., 
San Francisco) 


This new account at the agency is expected 
to begin testing via tv spot on the west 
coast soon. No timebuyer designated as yet. 


BYMART-TINTAIR, INC. 
(Product Services, Inc., N. Y.) 


A campaign of 60’s and 20’s in about 25 
markets has just started for TINTAIR. 
This is an extension of the tv plans reported 
in the July 15th issue. Leo La Montagne 

is the timebuyer. 


COLGATE-PALMOLIVE Co. 
(Ted Bates & Co., Inc., N. Y.) 


A campaign of night spots gets going in 
mid-September for PALMOLIVE SHAVE 
CREAM in several major markets and will 
run through the rest of the year. Mrs. 
Eileen Greer is the timebuyer. 


COMBO POPCORN 
(Campbell-Mithun, Inc., Minneapolis) 


This new product will be spot-tested this 
iall in a few markets for six weeks. William 
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GETTING THE MOST FROM 





if the Picture “Pops” \ 
it Has What It Takes! te | 


Many a good film commercial has been ruined by o poor presenta- 
tion “on-air.” If the picture “pops” out at you, has sparkle and dimen- 
sion, you know it’s good. With modern RCA Film Equipment you can 
expect and get the highest quality reproduction and long term reli- * 
ability in operation. 
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YOUR FILM DOLLAR 





How to Get the Kind of Picture 
Quality that Advertisers Want 


There are two ways to increase the quality of your 
film programs: 


(a) By using Vidicon film cameras 
(b) By using professional projectors. 


Vidicon cameras give you sharp, clear, virtually noise-free pictures 
of live picture quality. The Vidicon will show every detail that is 
on the film. For example, night scenes are much clearer with new 
Vidicon cameras than with older Iconoscope equipment. Vidicon 
film cameras have ideal tone or gray scale range for high quality 
reproduction of film. A remote light control permits the RCA 
Vidicon camera to be adjusted to optimum operating conditions 

at all times. 


Professional RCA projectors are another requirement for high 
picture quality. Professional film projectors provide a rock-steady 
picture, free from jump and jitter, as well as high fidelity sound. 
Precise optics in the RCA film and slide projectors assure evenness 
of illumination and excellent resolution. 


Whether you are a station executive, program sponsor or 
agency man, you'll be helping the cause of good film program- 
ming by advocating the use of up-to-date film room equipment. 
Ask the RCA Broadcast Representative to show you our new film 
manual “Planning TV Film Facilities for Color and Monochrome.” 





RADIO CORPORATION of AMERICA 
BROADCAST AND TELEVISION EQUIPMENT 
CAMDEN, N. J. 





Trnk{s) @ 


In Canada: RCA VICTOR Company Lid., Montreal 
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Archer, media director, is the contact. 


DRACKETT CO. 
(Young & Rubicam, Inc., N. Y.) 


The network commitment by this firm has 
knocked spot tv out of the picture at this 
int. If there is any spot action it won't 
nad spring. Bill Dollard and Marie 
Fitzpatrick are the timebuyers. 


DRUG RESEARCH CORP. 


be 


(Kastor, Farrell, Chesley & Clifford, 


Inc., N. Y.) 


It looks as if there will be more tv spot 


action than anticipated for this company’s 


REGIMEN and SUSTAMIN., It is looking 


into all of its markets, and where feasible 


it 


will make buys. It is already buying heavily 


in several markets, placing for REGIME 


alone between 30 to 50 announcements per 


T 


week. Whenever possible, the firm will buy 
for both products together. Beryl Seidenberg 


is the timebuyer. 


MAX FACTOR & CO. 

(Guild, Bascom & Bonfigli, Inc., 
San Francisco) 

The agency has just taken on two Factor 


products, DRI-MIST and SOF-SET. There 


are plans in the making for running spot 
tv tests on the west coast. No timebuyer 
designated as yet. 


FORT HOWARD PAPER CO. 
(Clinton E. Frank, Inc., Chicago) 
The company is using MCA-TV Film’s 


State Trooper in four Wisconsin markets— 


Green Bay, Madison, Milwaukee and 
Wausau. Helen Davis is the timebuyer. 


GENERAL CIGAR CO. 


(Young & Rubicam, Inc., N. Y.) 
The top 15 WHITE OWL markets will be 
used in a new tv campaign. Chiefly, the 
company is buying local and syndicated 
shows on an alternate-week basis. The 
Sheriff of Cochise will be used in Chicago 
— Baltimore. Tom Viscardi is the time- 
uver. 


WDXI-TV 


JACKSON, TENNESSEE 

















Covering half million 
people in the mid-South 


= CHANNEL 7 
= Represented by Venard, 
= Rintovl & McConnell, Inc. 
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EDWARD RATNER, tv-radio direc- 
tor of Friend-Reiss Advertising, Inc., 
New York, for the past five years, has 
been elected vice president in charge 





of radio and television. Among the 
accounts he handles are Shirtcraft, 
Toy Guidance Council and Levelor. 


ALBIN F. YAGLEY, newly ap- 
pointed media director at the Detroit 
office of Grant Advertising, Inc., will 





be buying tv and radio time on such 
Dodge, Plymouth and 
Clark Bars. He had formerly been 
with MacManus, John & Adams, Inc., 
Detroit. 


accounts as 


LOUISE DYKES has been named 
media director for Remsen Advertising 
Agency, Inc., New Haven. She pre- 
viously had worked in the media de- 
partment of Dancer-Fitzgerald-Sample, 
Inc., New York. 


GAIL MYERS, timebuyer at Dan- 
cer-Fitzgerald-Sample, Inc., New York, 
on Best Foods and Peter Paul, has 





Personals 


joined Lawrence C. Gumbinner Ad- 
vertising Agency, Inc., to buy for 
Manischewitz wine. 


MORT REINER, timebuyer at Prod- 
Inc., New York, to 
Glamorene, Inc., as advertising co- 
ordinator and timebuyer. Product 
Services is the agency for Glamorene. 
BEN PETTICK and LEO LA MON- 
TAGNE will assume the timebuying 
for Bymart-Tintair that Mr. 
Reiner has left. 


uct Services, 


now 


DANIEL M. GORDON, media direc- 
tor at Ruthrauff & Ryan, Inc., New 





York, to Donahue & Coe, Inc., same 
city, in similar capacity. 


ESTHER RAUCH, timebuyer at 
Leo Burnett Co., Chicago, to John 
Blair & Co., same city, as midwest 
sales development manager. 


JOHN COLE, timebuyer at Mc- 
Cann-Erickson, Inc., Chicago, to Need- 
ham, Louis. & Brorby, in similar ca- 
pacity. 





asgenannnnnen re euat 





GENERAL FOODS CORP. 
(Young & Rubicam, Inc., N. Y.) 


The schedules of minutes to run in some 
50 markets for JELLO CHIFFON (see Spot 
Report Aug. 26), will get under way in 
mid-September and run for three weeks. 
Bill Dollard and Marie Fitzpatrick are the 
timebuyers. 


GENERAL MILLS, INC. 


(Tatham-Laird, Inc., Chicago) 

There is a new line of BETTY CROCKER 
MUFFIN MIXES, and these are expected 

to get spot tv activity. Don Grasse, broadcast 
media manager, is the contact. 


GLAMORENE, INC. 
(Product Services, Inc., N. Y.) 


The agency is making buys for this client in 
conjunction with buys for Harrison 
Laboratories. Glamorene is sponsoring 


one-half of an hour film show over KNXT 
and also running daytime 20’s and night 
minutes for 13 weeks. These latter have a 
frequency of 12 per week. Leo La Montagne 
and Ben Pettick are the timebuyers. 


GOLD MEDAL CANDY CORP. 
(Emil Mogul Co., Inc., N. Y.) 


There is double action from this firm. Its 
new division, COCILANA COUGH-NIPS, 
will start an advertising campaign that will 
include tv spot on Oct. 2. This effort will 
cover New York, Boston, Philadelphia, 
Providence, Buffalo and other markets in 
New England and Middle Atlantic states. 
Meanwhile, for BONOMO TURKISH 
TAFFY the company will run announcements 
in major markets in the east and middle 
west, starting as soon as possible in 
September. Joyce Peters is the timebuyer. 


HARRISON LABORATORIES 
(Product Services, Inc., N. Y.) 
This division of Technical Tape Corp. is 








THREE IN A ROW... AFULL YEAR 


KAKE-TV IS FIRST" 


IN WICHITA, KANSAS 
A 3-STATION VHF MARKET 


ag 
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6 10 ane Vea ARB 
OF THE TOP NETWORK SHOWS 


| OF THE TOP 10 SYNDICATED FILM SHOWS 


8 OF THE TOP 10 MULTIWEEKLY SHOWS 


KAKE-TV Chane/ 10 


Wichita, Kansas 
1500 N. WEST ST. Represented by 
Whitehall 3-4221 The Katz Agency 
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now carrying schedules in New York, 
Cleveland, Syracuse, Richmond and Buffalo. 
And it is about to add Los Angeles, placing 
daytime 20’s and night minutes for 13 weeks 
and one-half sponsorship of a feature film 
for October. The L. A. buy starts Sept. 16. 
Ben Pettick and Leo La Montagne are the 
timebuyers. 


HERCULES CHEMICAL CO. 
(Martin L. Smith & Co., N. Y.) 

This firm is planning a tv spot test soon, 
prior to going into a large-scale campaign. 
Dorothy L. Fink, account executive, is 

the contact. 


KIMBERLY-CLARK CORP. 
(Foote, Cone & Belding, Chicago) 
This company is using tv spot to introduce 
its new KLEENEX paper towels in the 
following 11 markets: Toledo, Cleveland, 
Youngstown, Cincinnati, Indianapolis, 
Columbus, Dayton, Pittsburgh, Buffalo, 
Akron and Rochester. Vera Tabloff is the 
timebuyer. 


LEEDS CHEMICAL PRODUCTS 
co. 
(Leeds & York, Inc., Chicago) 


There has been a change of intention in 
this firm’s spot tv campaign. It has canceled 
its schedules of announcements and is 





Foot Loose 


and Worry Free 











ee ae 





KFIZ-TV 


Cannel 


* Based on June 1-7 ARB DALLAS/FORT WORTH 


Portrait of a time buyer with his 
C/P/M problems solved in 
Dallas/Fort Worth. He knows 
KFJZ-TV commands an average 
29.7 share of audience 9 p.m. 
to midnight* seven days a week. 
He has just learned the same 
station chalked up another No. 1 
ranking between 5-7:30 p.m. 
Monday through Friday with an 


average 30.1 per cent share.** 


Ask BLAIR-TV 


** Based on August 12-16 combined DALLAS/FORT WORTH 


ARB coincidental 
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H-R_ Detroit 


H-R Representatives has opened: 
a Detroit office with Andrew M. i 
Gent as man- = 
ager. 

The 
office, the 
firm’s tenth, 
is at 1065 
Penobscot 
Bldg., De- 
troit 26 
(W Oodward 
14148). 


Mr. Gent was formerly Detroit 


new 





radio and tv representative for 
Capper Publications. 











requesting instead three-minute availabilities 
only. Al Eicoff is the timebuyer. 


LEVER BROS. 

(Ogilvy, Benson & Mather, Inc., 

N. ¥.) 

The last of the DOVE spot markets were 
opened up for a six-week campaign on 
Aug. 25. The product is now going through 
all regions of the country on a spot basis 
and is to receive national treatment on the 
company’s network shows. Any further spot 
for DOVE will depend, of course, on the 
coverage given it by the network action, 
plus what meney is available. Ann Janowicz 
is the timebuyer. 


LIBERTY MUTUAL LIFE 
INSURANCE CO. 


(Batten, Barton, Durstine & Osborn, 
Inc., N. Y.) 


This company is placing its spot business 
in and around sports shows in some major 
markets around the country. It starts its 
schedules at the end of September and will 
run them for 13 weeks. G. Wright Briggs 
is the timebuyer. 


MARATHON CORP. 
(Young & Rubicam, Inc., Chicago) 


Northern Paper Co. schedules are being 
converted from night to day. Peggy 
McGrath is the timebuyer. 


MENNEN CO. 

(McCann-Erickson, Inc., N. Y.) 
Where the company couldn’t get coverage 
on the ABC network for the film show 
Mennen is sponsoring, O. S. S., buys were 
made for the program on a spot basis in a 
few markets. Charles Willard is the 
timebuyer. 


METRO-GOLDW YN-MAYER 
PICTURES CORP. 


(Donahue & Coe, Inc., N. Y.) 


The next major picture slated to get the 











spot-tv treatment, late in October, is 
Jailhouse Rock, starring Elvis Presley. 
In the past, announcements have been 
used in about 20 markets. Tom Hardy is 


the timebuyer. 


MILNER PRODUCTS CO. 
(Gordon Best Co., Inc., Chicago) 
The maker of PINE-SOL, PERMA STARCH 
and other household-cleaning products is 
buying in several major markets for a 

Sept. 15 start. Incidentally, the president 

of the company is visiting several stations 
throughout the country and looking into 
current availabilities. Kay Knight is the 
timebuyer. 


NATIONAL CARBON CO. 
(William Esty & Co., N. Y.) 
The fall campaign for PRESTONE is to 












PER-THOUSAND \,. 


in the Tampa-St. Petersburg market BBs 














2 heads are 
better than one 
. IN BUFFALO 





National Representatives 


PETERS, GRIFFIN, WOODWARD, INC. 





Eaton Named 


The appointment of Seymour 
(Hap) Eaton as a tv account 
executive in the New York office 
of Peters, Griffin, Woodward, 
Inc., has been announced by 
Lloyd Griffin, vice president and 
director of television. Mr. Eaton 
for four years was with NBC 
Television Films, Chicago, where 
he served as north central sales 
supervisor. 

















get under way in several markets Sept. 10 
and to run through Oct. 1. Robert Krisso 
is the timebuyer. 


NORWICH PHARMACAL Co. 
(Benton & Bowles, Inc., N. Y.) 


The placements for PEPTO BISMOL are 
now being made for this company’s usual fall 
effort. Helen Kowalsky is the timebuyer. 


PROCTER & GAMBLE CO. 
(Honig-Cooper Co., San Francisco) 


As predicted in Spot Report July 1, 
CLOROX is getting into spot in a big 
way. A nation-wide campaign of minutes 
is set to break in around 60 markets this 
month. John W. Davis, media director, 

is the contact. 


RAYCO AUTO SEAT COVERS, 
INC. 


(Emil Mogul Co., Inc., N. Y.) 


Another drive by Rayco is now under way, 
with a total of 40 markets expected to be 
carrying schedules of minutes. This 
campaign, using newspaper, radio and 
direct mail as well, is to run through the 
end of the year. Lynn Diamond is the 
timebuyer. 


SCHICK, INC. 
(Benton & Bowles, Inc., N. Y.) 


As reported in Tele-scope Aug. 12, this 
firm will be spending some $750,000 for spot 
in its campaign for its new electric shaver, 
called POWERSHAVE. The inquiries are 
going out now for availabilities, and 
schedules are expected to start in November. 
Paul Roth is the timebuyer. 


SCRIPTO, INC. 
(Donahue & Co., Inc., N. Y.) 


A 10-week campaign in about 20 markets 
is set to begin later this month. Daytime 
and nighttime 60’s and 20’s will be used. 
Tom Hardy is the timebuyer. 


SLEEP-ESE CO., INC. 
(Mottl & Siteman, Beverly Hills) 


Look for some activity from this company, 
which has just gone over to this agency. 
Betty King, tv-radio director, is the contact. 








INTRODUCING 


KCTV 


SERVING 

79,700 families* 
WITH 
$435,388,000.00* 


Effective Buying Income 


AND 
$315,307,000.00* 


Retail Sales 
NOW 


KCTV 


OFFERS 
TOP CBS-NBC-ABC SHOWS 
ONE STATION MARKET 


EXTENDED DAYTIME 
SERVICE 


YOURS WITH 


K Cc T V (Formerly KTXL-TV) 
CHANNEL 8 Sen Angelo, Texas 


J. H. HUBBARD 


General Manager 


Rep: Venard, Rintoul, McConnell, N.Y 
Clyde Melville Company, Dallas 


*Source: Soles Management—1957 
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MONTANANS 
... have money 
. spend money 
and they watch 


KMSO-TV 









| by choice 
\I7 
eer: SELLING 
/% 191,000 watts WESTERN, 
KMS0-1rv Mosby’s, 
Ine. 
TRANSMITTER 
100 MILE RADIUS 
ATOP Reaching the 
TELEVISION LARGEST 
MOUNTAIN set count 
ELEVATION by 


7000 FT. 








YOU SHOULD 
RAISE CANE*.. . 





- + « If you can’t find the choice availabilities 
your client needs to get his sales message across 
in the Central Area of New England. 

Call your FORJOE man and see how you can get 
into this market of 969,215 TV homes for less 
than $1.00 per thousand viewers. 


Call Forjoe-TV, Inc. Manchester, N.H. 


omn® 


*Central Area of New England 
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STERLING DRUG INC. 
(Dancer-F itzgerald-Sample, Inc., 
eS 


Campaign plans are brewing for a new 
product, BAYER NASAL SPRAY. Media 
to be used hasn’t yet been set. Bob Bruno 
is the timebuyer. 


SUNSHINE BISCUIT CO. 
(Cunningham & Walsh, Inc., N. Y.) 


This firm’s fall campaign in spot will 
consist of announcement schedules in six 
markets, plus sponsorship of ABC Film’s 
Code 3 in another six markets and Ziv’s 
Highway Patrol in one. Joe Gavin is the 
timebuyer. 


TEA COUNCIL OF THE U. S. A., 
INC, 


(Leo Burnett Co., Inc., Chicago) 


The council is setting up a campaign to 
get under way around Oct. 15 in at least 
18 major markets. The schedules will 
consist of minutes, 20’s and ID’s, all at 
night. Eloise Beatty is the timebuyer. 


VOLVO CO. 
(Advertising Agencies, Inc., L. A.) 


This Swedish auto manufacturer has been 
having much success selling its car on the 
west coast. It is getting ready for a move 
into the national scene in the fall. The 
company announces that it will spend more 
than $500,000 for its advertising drive, and 
it will use spot tv along with newspapers, 
radio and magazines. Kent Goodman, 
president, is the contact. 


WELCH GRAPE JUICE CO. 
(Richard K. Manoff, Inc., N. Y.) 


A new tv drive in 10 west-coast markets is 
set to begin about the middle of October. 
The company has purchased the new 

CBS Tv Film Sales series, The Gray Ghost, 
and will show it on alternate weeks for 

a full year. Lee Oakes, media director, is 
the contact. 





Marin Co. Moves 


Robert E. Marin & Co., At- 
lanta agency, moves to new of- 
fices in a new building at 1401 
Peachtree St. Sept. 1. 

For 16 years the company had 
its own building on Merritts 
Avenue, where a public-relations 
subsidiary known as Advertising 
Center was also located. Plans 
for future development of the 
old location will be announced. 











AR WINARICK, INC. 


(Kastor, Farrell, Chesley & Clifford, 
Inc., N. Y.) 


This company will be testing via spot tv 

for its product called QED. At this point the 
tests will take place in Dayton and Kansas 
City, with perhaps another market or two 
being added. Beryl Seidenberg is the 
timebuyer. 


WISE POTATO CHIP CO. 


(The Lynn Organization, Wilkes- 
Barre) 


The company is using schedules of either 
20’s or ID’s or both, day and night. On 
Sept. 2 these started for 13 weeks on 
WNAC-Tv Boston and wrcv-Tv Philadelphia, 
for six to eight weeks on WMUR-TV Man- 
chester and KDKA-Tv Pittsburgh. And 
beginning on varying dates and on 
staggered schedules for from six to eight 
weeks on WBAL-TV Baltimore, WNBF-TV 
Binghamton, wTar-tv Norfolk and wsJs-TV 
Winston-Salem. W. P. McLaughlin, media 
director, is the timebuyer. 





More than 130 New York and Boston agency people were treated to a day at the 
Saratoga races by wcpa-wrow Albany, which provided everything to make the 
day a success except winners. Among those having lunch at the club house were 
(l to r): Chuck Alexander, Schwab & Beatty; Betty Nasse and Carolyn Diem, 
Dowd, Redfield & Johnstone; Jane Furlong and Tom Hardy, Donahue & Coe; 
Fred McClafferty, N. W. Ayer; Arthur Topol, Donahue & Coe, and Charles 
O'Donnell, Wm. Esty. 








Dea lers (Continued from page 37) 


venturesome firm, was faced with the 
problem of finding a way to tell the 
market about the new DeSoto dealer. 
It turned to television on WGN-TV 
for the answer. 

“An analysis of the market,” says 
agency executive Robert A. Platt, 
“produced two solid purchases on 
wen-Tv. The first was wrestling, a 
21-hour Saturday-night grunt-and- 
groan session, which had been be- 
lieved to be burned out for auto- 
mobile dealers. The second was a 
late newscast, following the 10-0’clock 
movie five nights a week.” 

Wrestling proved to offer a great 
number of commercial opportunities, 
but also posed a challenge in finding 
a way to make the spots interest- 
ing enough to hold the audience. 
“Techniques developed and perfected 
during commercial presentation on 
this show were then carried on to 
the nightly newscast,” continues Mr. 





Delyle Johnson, president of Johnson 
Pontiac, of Rochester, Minn., uses two 
15-minute sportscasts weekly on KROC- 
TV Rochester. Both live and film com- 
mercials are used on the program. 


Platt. “We discovered _ that 
standard slide presentation wore thin 
due to constant repetition. Consequent- 
ly, the technique of using slides in 
conjunction with live film to keep an 
animated, interesting presentation 
evolved. We shot 800 feet of film at 
night, using the Howard Motors ac- 
tive sign and lighting to frame a 
slide area, then superimposed slides 
into the area specifically left black. 

“By draping the announcer with 
black velour, we popped his head 
into a scene for him to say, ‘I’ve 
lost my head over the values at How- 


soon 


ard Motors.’ We shot the announcer 
in a horizontal position and super- 
imposed this over live film to bring 
home a point of relaxation. 

“Our announcer, the notoriously 
gabby Marty Faye, cooperated in pok- 
ing fun at himself. His fame is based 
largely on a vocal peculiarity. We 
would have Faye say things like ‘my 
voice makes you want to clear my 
throat’ and ‘listening to me is like 
having an air-hammer pound in your 
head.’ A most important factor in our 
success was the cooperation we re- 
ceived from Mr. Schwartz. First, we 
never advertised anything that could 
not be delivered at the advertised 





price. We exhibited as many as 28 
used cars, which were lined up on 
the showroom floor at the advertised 
prices the following morning.” 

Howard Motors and its agency have 
always been strictly truthful in their 
advertising and have utilized tele- 
vision as a visual as well as an aural 
medium. Four months after the tele- 
vision campaign started, Howard 
Motors was listed first in the official 
DeSoto list of top dealers, so success- 
ful was the television drive. 

Today Howard sponsors a 30-min- 
International Cafe, 


ute live show, 


which has an unusual appeal to var- 
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CBS Owned WHCT is up...way up...with 
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ious population groups. An an- 
nouncer dressed in a summer formal 
does the automobile commercials out 
of the garage. The new approach is 
bringing sales from an entirely differ- 
ent segment. 

“In every case,” says Mr. Platt, 
“our primary rule is to tailor our 
commercials specifically to the show. 
to the audience we seek and to the 
announcer making the presentation. 
We studiously avoid the . . . . mul- 
titude of flashy, meaningless siides, 
standard pictures of used cars, black- 
boards, finger-pointing, browbeating, 
distress selling and phony presenta- 
tions.” 

e Humphrey Cadillac & Olds- 
mobile of Rockford, Ill., used spots 
until September 1956, when it signed 
for a first-run feature-movie segment 
weekly on WREX-TV Rockford (10.30- 
11 p.m., Wed.). The 52-week contract 
for Academy Theatre involved a total 
package of around $25,000. 


Outdoor Set 


To present the sponsor’s message, 
a large outdoor backdrop set is used. 
An automobile being advertised is 
driven onto the set, then driven off, 
and another car follows in parade 
fashion. Live commercials are used 
exclusively. A single staff announcer 
is assigned to the commercials so that 
he can be exclusively identified with 
the product. He also directs produc- 
tion and preparation of the sets and 
commercials with the help of a stage 
crew and director. During inclement 
weather a special indoor set is used. 
The client estimates that the gross 
sales return from the television series 
will come to more than $300,000. 

e Jess Hunter Motor Co. is en- 
thusiastic about its television cam- 
paign on KKTV Colorado Springs. The 
company is using the Gross-Krasne 
30-minute series, O. Henry Playhouse 
(8:30-9 p.m., Wed.), 16 one-minute 
announcements, one 10-second an- 
nouncement and one 20-second an- 
nouncement each week. Budget runs 
to about $608 weekly. 

Commercials are a combination of 
live announcements and slides, with 
occasional silent-film footage. A car 
is shown on camera on occasion. 
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“Television is by far the most 
effective advertising media we have 
ever used,” says a company executive. 
“During two recent months all media, 
with the exception of television and 
radio were dropped and during that 
time, with approximately 85 per cent 
of our total advertising going to tele- 
we enjoyed the best two 
months in our history.” Jess Hunter 
is principal executive of the company, 
with William Sarconi advertising man- 
ager. 

e Johnson Motor Co., of Salt Lake 
City, Lincoln, Mercury and Continen- 
tal dealer, has used television since 
1953. At present its schedule on 
KTvT Salt Lake City calls for 10-sec- 
ond announcements Sunday, Monday, 
Tuesday and Saturday between 6:30 
and 7:30 p.m. They also use one- 
minute commercials on the KTVT 
Summer Night Theatre on Thursday 
nights. Plans for a larger budget are 
under way. 

Johnson’s 10-second spots are live, 
with announcer over slides of Mercury 
and Lincoln cars. The one-minute 
spots are live, showing a car in the 
studio, with announcer giving the 
commercial. 


vision, 


“Our television advertising is effec- 
tive or we wouldn’t use it,” says 
Hugh Brand. 


“We receive comments almost daily 


advertising manager 
after our announcements have been 
seen on channel 4. It is expensive, 
but we plan on enlarging our tele- 
vision budget.” 

Frank Johnson is principal execu- 





Ernie Saunders, left, emcee of Sports 
Car Revue, sponsored by Merrimack 
Street Garage of Manchester, N.H., on 
wMur-Tv Manchester, talks with Ray- 
mond F. Saidel, president of the gar- 
age. Mr. Saidel attributes much of the 
sales success of his company to his 
television eampaign. 


tive of the company, while Frank & 
Thomas Advertising is the agency. 

- @ Johnson Pontiac, of Rochester, 
Minn., has used KROc-TV Rochester 
consistently since the agency was es- 
tablished a year ago. The company 
now sponsors a 15-minute sportscast 
on Wednesday and Friday (10:20- 
10:35 p.m.). 

Commercials are live and film, with 
the film divided between local ma- 
terial shot by the station and that 
supplied by the factory. Commercials 
are delivered by the sportscaster and 
representatives of the motor company. 
New and used cars are both featured. 

Delyle Johnson, president, says: 
“We could never have reached the 
degree of success we have attained 
in our first year in Rochester without 
our KROC-TV advertising schedule.” 

The Johnson Pontiac budget for 
television is about $500 per month. 


Syndicated Film 


e Jordan Motors, Inc., of South 
Bend, Ind., has advertised on WSBT- 
Tv South Bend since April 1953, with 
a half-hour weekly syndicated film 
show. 

At present the firm sponsors the 
MCA-TV film syndication, Dr. Hud- 
son’s Secret Journal (10-10:30 p.m., 
Fri.), spending about $17,000 an- 
nually on the program. Commercials 
are of the medium-sell type, with 
direct appeal to the viewer to buy 
the new- and used-car specials offered. 
During special drives, anniversary 
sales and the like, “gimmick” offers 
are occasionally made. 

Jordan Kapson is principal execu- 
tive of Jordan Motors, and Jack 
Brown & Associates is the agency 
handling the account. 

e Keystone Chevrolet, of Chicago, 
sponsors feature films on WBBM-TV 
(12:30-1 p.m., Sun.). It has been 
sponsoring the films 
since September 1955. Agency is 
Herbert S. Laufman & Co. 

e Komula Sales & Service, Chry- 
sler and Plymouth dealer of Hancock, 
Mich., is enthusiastic about its tele- 
vision advertising on WDMJ-TV Mar- 
quette, Mich. The dealer began using 
spots on the station in January 1957 
and switched to the half-hour QO. 
Henry Playhouse (10-10:30 p.m., 


Thurs.) in July, with minute spots on 


continuously 











John McMillan, advertising and sales 
manager of Nally Chevrolet of At- 
lanta, delivers his own commercials 
“live” on WLW-A Atlanta. The person- 


al pitch has proved very successful for 
the automobile dealer. 


Tuesdays and Sundays in Class A 
time. 

Live and film commercials are used 
on the program, with a_ special 
Komula jingle, composed and re- 
corded by the station, featured as 
opening and closing music. Spots are 
one-minute live studio and film, or 
both. Films are both local and from 
the factory. 

In addition to the regular schedule, 
special spot campaigns are used for 
special sales. 

Although the dealer is located 66 
miles from the WDMJ-TV transmitter, 
Kenneth L. Dorman, general manager 
of the motor company, says that 
while “we use almost every known 
advertising medium, we find that our 
television advertising over WDMJ-TV 
has been most effective.” 

“In one month,” he adds, “we cut 
out all other media, except a slight 
amount of radio, using tv almost 
exclusively. During this month the 
sales in the particular department of 
our business we were featuring ran 
almost 100 per cent over the same 
month a year ago.” 

e Litteral Motors, of Parkersburg, 
W. Va., is a particpating sponsor on 
the Ten-Thirty Theatre (10:30-11 
p-m., Mon.-Fri.) on wtapP Parkers- 
burg. The company uses Polaroid 
camera photos of a special television 
buy each weekday. 

e Earl Lorey Chevrolet, of Escana- 
ba, Mich., sponsors the Upper Pen- 
ninsula News on WDMJ-TV Marquette, 
three days a week. The motor com- 
pany switched from a spot schedule 





in June 1957 to the five-minute news 
program. 

e Manning - Bachrodt Chevrolet, 
new- and used-car dealer in the Rock- 
ford, Ill, area, has used WREX-TV 
Rockford exclusively for its tv adver- 
tising since 1954. Most of the adver- 
tising has been through sponsorship 
of sports features such as Big Ten 
Hi-Lites, and Big Ten Basketball. In 
addition it has sponsored a full-length 
motion picture, Family Theatre, at 
1:30 Sunday afternoons. Films are 
selected because of their family ap- 
peal. Commercials take up a maximum 
of seven minutes during the feature 
and are all soft sell. An executive of 


the company termed results “the most 
successful advertising campaign we 
have ever conducted.” 

e Mayers’ Chevrolet, of Columbus, 
spends 50 per cent of its advertising 
budget in television and has been the 
top Chevrolet dealer in the area 
since Lex Mayers, the owner, took 
over the dealership in March of this 
year. Mr. Mayers believes in heavy 
use of 10-second spots, buying as 
many as 44 a week on WTvN-TV Colum- 
bus. In addition, he sponsors an 11 
p-m. newscast on the station Monday 
through Friday and a feature movie 
on Frday nights on another Colum- 


(Continued on page 62) 
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Plenty! CBS Owned WHCT is the talk of 
the town. WHCT has the biggest average 
share of audience morning and evening! 
Talk with CBS Television Spot Sales. ‘=: 
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Dealers 


bus station. 

Mayers has been successful with the 
“gimmick” approach. One, which has 
been unusually successful, is called 
the “Picture Payoff.” It 
calling a Columbus telephone number, 
picked at random, and asking the 
answering party two questions: 1. 
How much money is in the Lex 
Mayers’ Picture Payoff jackpot? 2. 
What color is the Picture Payoff 
automobile on display in the show- 
room? Those who answer both ques- 
tions get the jackpot. If they fail 
to answer, another $10 is added to 
the total. 

Used cars are usually sold im- 
mediately after they are shown on 
the Mayers’ tv commercials. 


(Continued from page 61) 


involves 


McCafferty Ford 


e McCafferty Ford, of Philadel- 
phia, has been advertising continu- 
ously on WFIL-Tv Philadelphia since 
February. At present, the McCafferty 
schedule calls for partial sponsorship 
of World’s Best Movies (11:15 p.m., 
Wed.) and minute participations on 
World’s Best Movies (10:45 p.m., 
Mon. and Tues.) and in the Stu Erwin 
Show (10 p.m., Fri.). Commercials 
are live. 

Joseph McCafferty is principal ex- 
ecutive of the company, with Russell 
Torreson advertising manager. The 
agency is J. Cunningham Cox, Inc. 

e McClinton Chevrolet, of Parkers- 
burg, W. Va., uses spots on a year- 
round basis on WTAP Parkersburg. 
During clearance sales and introduc- 
tions of new models the campaign is 
increased. 

e The Mercer Sims Motor Co., 
Ford dealer of Rusk, Tex., sponsors 
the 6 p.m. newscast three nights a 
week on KTRE-TV Lufkin with such suc- 
cess that R. M. Sims, president, says: 
“We have sold more Ford auto- 
mobiles during the May-June Ford 
Sweepstakes contest than any dealer- 
ship of our size in the state. . . . Our 
salesman, Mr. Trotter, won first place 
in the Houston district. We attr*bute 
our success . . 
station.” 

e Merrimack Street Garage, a for- 
eign-car dealer of Manchester, N.H., 
has had fine results from a Sports 


. to your Lufkin tv 
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Room on wspa-tv Spartanburg, de- 
livers the commercials for L. P. Pitts 
Motor Co. of Spartanburg, which spon- 
sors the “folksy” program two nights 
a week. L P. Pitts, president of the 
motor company, says: “Dollar for dol- 
lar, Cousin Bud’s Settin’ Room is the 
best advertising we ever did.” 


Car Revue (11:15-11:20 p.m., Thurs.) 
on WMUR-TV Manchester. 

Raymond Saidel, president of the 
firm, wrote to the station: “I thought 
you might like to know how tremen- 
dously pleased I am with our Sports 
Car Revue. As you know, I’m a for- 
eign-car bug myself; however, my 
business is selling automobiles, and 
that’s what the show is doing for me. 
Ernie Saunders, your sports director, 
and our Paul Manseau have done an 
admirable job of sparking interest in 
foreign cars. It seems that Ernie has 
done a great deal to bridge the gap 
wishing and ownership 
through his informative interviews 


between 


with drivers, owners and the many 
foreign-car enthusiasts he has had as 
guests on his show.” 

Merrimack uses live and_ studio 
card commercials, with some illustra- 
tions from the manufacturers. 

e Midwest Nash Corp., of Decatur, 
Ill., was formed last December and 
began its advertising by using news- 
paper and radio, as well as WCIA 
Champaign. 

“During this first month we sold 
48 cars,” says John Kilborn, presi- 
dent, in describing the progress of his 
company in a letter to the station. 

“Starting Jan. 1, we omitted all 
other media except wera, having pur- 


Cousin Bud, of Cousin Bud’s Settin’ 


chased the 6:50-7 p.m, show, Close- 
Up, with Bob Watson. We decided to 
test the effectiveness of your station 
by relying on it as our only advertis- 
ing medium. The results have been 
far beyond our fondest expectations. 
In January we sold 67 new cars—five 
more than the previous dealer sold 
during his last 12 month in business. 
In February we moved 62 new cars, 
and in March our total was 114, 
making us the world’s largest Rambler 
dealer. . . . 

“We firmly believe that no other 
medium could have produced the re- 
sults obtained with we1a. Close-up 
is an interesting little show in a very 
excellent time slot. More important, 
however, in our opinion is the tre- 
geographical coverage 
afforded by your station. In our office 
is a map with pins marking towns 


mendous 


from which we have received business. 
This must be seen to be appreciated, 
but suffice to say we do as much 
business outside Decatur as we do 
within the city limits, and it is com- 
monplace to draw customers from 
125 miles away.” 

e Moses Pontiac, of Huntington, W. 
Va., has been using 50 run-of-station 
spots a week on WSAZ-Tv Huntington. 
Jack Moses, principal executive, says 
that he is very happy with his tele- 
vision advertising and adds that it 
is definitely pulling people from out- 
lying areas into his place of busi- 
Commercials 


ness. are sound over 


slides. 


Year-Round Spots 


e Mullen Motors, of Parkersburg, 
Dodge and Plymouth dealer, uses 
spots on wTAP Parkersburg on a 
year-round basis. Number of spots is 
increased during special promotion. 

e Nalley Chevrolet, of Atlanta, has 
used a heavy schedule of television 
spots on wLw-A Atlanta for the past 
two years. 

“We cannot live without it,” says 
John McMillan, advertising manager. 
“We are giving up radio and news- 
paper altogether,” he adds. 

The schedule calls for 22 live 50- 
second spots each week, four spots 
each day, Monday through Friday. 
Mr. McMillan himself does the live 
commercials. C. V. Nalley is prin- 
cipal executive of the motor company. 








e Neuman Motors, Inc., of Buffalo, 
sponsors Late Sports (11:15-11:25 
p-m., Tues., Thurs.) on WGR-TV 
Buffalo. The two one-minute commer- 
cials on each program are given by 
Stan Neuman, president of the com- 
pany. 

“I think tv has proved to be an 
excellent medium of advertising for 
us,” says Mr. Neuman. “In the year 
and one-half we have been on, our 
business has increased about 60 per 
cent. And the comments on and about 
our programs, thanks to our agency, 
have been exeellent, indicating a de- 
finite audience.” 

Rebert S. Risman, Inc., is the 
agency, with Mr. Risman handling the 
account. 

e Northwestern Motor Car Co., of 
Milwaukee, uses no other medium but 
television, sponsoring the Screencraft 
program, The Adventures of Judge 
Roy Bean, in color on witi-tv Mil- 
waukee. Contract is for 26 weeks. 

“We advertised demonstrators on 
the fourth program and sold 16 out 
of 27 in the following three days,” 
says an executive of Northwestern. 
“Television results in immediate sales, 
and that reduces our selling costs. 
We plan to expand our tv activities.” 

e Park Pontiac, Charleston, W. 
Va., dealer, has used 50 run-of-sta- 
tion ID’s a week on wsaz-Tv Hunt- 
ington. 

e People’s Pontiac, of Chicago, is 
a film sponsor on wW8BM-TV Chicago. 
In May 1955 through August it 
sponsored an hour film show (10:30- 
11:30 a.m.) Sundays. In December 
1956 it resumed the sponsorship 
(10-11 a.m., Sun.), with a contract 
running through the end of 1957. 
Burlingame-Grossman Advertising is 
the agency. 

e Bruce Perry Motors, DeSoto-Ply- 
mouth dealer in Huntington, W. Va., 
uses 50 run-of-station spots a week 
on wsAzZ-Tv Huntington. Minutes, 
ID’s and chainbreaks have been used. 
Mike Paterno, who handles the ad- 
vertising, has expressed satisfaction 
with customer response to the cam- 
paign. 

e L. P. Pitts Motor Co., of Spar- 
tanburg, S.C., deals in new-model 
Chevrolets, although it is not a fran- 
chised factory dealer. Without the 
support of factory schedules, Mr. 


Pitts has developed his own success- 
ful advertising plan on WSPA-TV 
Spartanburg, using a locally origi- 
nated folk-music strip, Cousin Bud’s 
Settin’ Room (6-6:15 p.m.). 

Pitts Motors sponsors the program 
on Wednesday and Friday nights. The 
folksy approach is used by the talent, 
Cousin Bud, who shows new cars in 
the studio and pictures of used cars 
from the lot. 

“We have been on Cousin Bud’s 
Settin’ Room program about four 
months now, and the results have 
been amazing,” says Mr. Pitts. “We 
are getting business we never thought 
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possible. Almost everybody who 
comes to our lot mentions Bud and 
Before tv, we 
drew customers from in and around 
Spartanburg, but now we get out-of- 


town buyers from places we could 


the program. 


never reach before. . . . Dollar for 
dollar, Cousin Bud’s Settin’ Room is 
the best advertising we ever did. . . .” 

e Price Auto Service Co., Ford 
dealer in Wichita, is sponsor of 
News at 10 (10-10:15 p.m.) one night 
each week on KAKE-Tv Wichita. The 
show won the National Press Photog- 
raphers Association award and the 
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CBS Owned WHCT is first mornings too. 
Has the biggest share of audience and 17 
of the top 25 daytime adult shows. CBS 
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Dealers (Continued from page 63) 


Sigma Delta Chi award for out- 
standing service in the field of jour- 
nalism. 

e Richardson-Lovelock, Ford dealer 
in Reno, used a television program for 
26 weeks, then shifted to a weekly spot, 
but found the firm slipping behind 
the local Chevrolet distributor in sales. 
It turned the problem over to Doyle- 
McKenna, its agency, which recom- 
mended two live one-minute spots a 
day, followed up by ID’s and 20’s. The 
original weekly spot, which emphasized 
the dependability of the firm, was 
also continued. The budget was about 
$700 per week for television alone. 
This was supported by newspaper and 
radio follow-up. 

Theme of the campaign was an en- 
thusiastic person-to-person pitch, with 
a car used only as an incidental back- 
ground. The copy stressed the slogan: 
“Nobody out-trades Richardson-Love- 
lock, nobody can.” 


Drive Great Success 


The two-week drive was such a 
tremendous success that it was con- 
tinued for an additional three weeks. 
Each day enthusiastic car salesmen, 
station and agency personnel attended 
sales meetings at 7:30 a.m. Manage- 
ment was happy with over 100 cars 
sold in the first two weeks. The com- 
pany regained its sales leadership in 
the area. The agency was pleased 
since its recommendations had paid 
off. The station was happy with the 
business and a general renewed in- 
terest among other car dealers. 

e Rollyson Packard, of Charleston, 
W. Va., has used 50 spots in a week, 
on WSAZ-TV Huntington. Both minutes 
and chainbreaks are included. Com- 
mercials are slide, electrical transcrip- 
tions and sound on film. 

e Sheehan Buick, of Miami, is the 
Friday sponsor of Renick Reporting, 
prestige news show, presented at 6:30 
p-m., Monday through Friday, on 
wtvJ Miami. Newscaster is Ralph 
Renick, news director for the station. 

e Jack Smith’s Auto Sales, of 
Marietta, Ohio, a used-car dealer, is a 
co-sponsor of the weekly Whirlybirds 
syndicated feature on wtaP Parkers- 
burg (6-6:30 p.m., Sun.). It reports 
there is a great deal of interest in the 
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Smith’s Used Car Exchange, of Winoo- 
ski, Vt., has proved that television can 
be profitable for the small dealer. The 
firm uses one spot a week on WCAX-TV 
Burlington. Ivanhoe Smith, the owner, 
attributes to television a 30 per cent 
increase in sales over the past 14 
months. 


cars which are featured in their com- 
mercials. 

e Smithy’s Used-Car Exchange, of 
Winooski, Vt., has found that a small 
budget on wcax-Tv Burlington pays 
off in sales. On the station since 
September 1956, Ivanhoe Smith, pro- 
prietor of the exchange, spends ap- 
proximately $35.40 a week for a one- 
minute participating spot. 

In a letter to weax-tvy Mr. Smith 
says: “I feel that your medium of ad- 
vertising has been most successful for 
me in the used-car business. .. . I 
have used other media of advertising 
in the past, such as radio, newspaper, 
etc., with some success, but in the 14 
months we have been using WCAX-TV 
we have increased our sales by 30 per 
cent. In fact, tv has benefited us to the 
extent that we have customers coming 
in .to buy cars from as far away as 
New Hampshire and New York, people 
who would not know our place of 
business even existed if it weren’t for 
WCAX-TV advertising.” 

e Spiwak Motor Co., Buick distri- 
butor in Ottumwa, Iowa, sponsors 
The Late Show Friday nights on KTVO 
Ottumwa. Speaking of the first four 
weeks on the show, Harold S. Spiwak, 
general manager, wrote to the sta- 
tion: “During the four-week period 
our used-car and new-car business has 
been increased 4] per cent over the 
same period last year, when the gen- 
eral trend of sales was down six per 
cent. 

“Your station pulls people from as 
far as 200 miles away. It not only 
pulls them but brings them into our 
showrooms. . . . We have used a com- 


bination of radio and newspapers and 
have never received this type of result. 
. In my mind, it is the best advertis 
ing in this market.” 

e Stark Motors, of Dickinson, N. D., 
uses a one-minute commercial in the 
late-evening movie on KDIX-Tv Dickin- 
son. Method of showing cars and 
prices on slides has proved effective 
in selling, except in the busiest part 
of the harvest season, when farmers 
in the predominantly agricultural area 
are busy in their fields. 

e Steenbergen Motor Sales, of Ash- 
land, Ky., an Oldsmobile dealer, uses 
50 ID’s on a run-of-station basis dur- 
ing a seven-day period on WSAZ-TV 
Huntington. Bob Steenbergen, an ex- 
ecutive of the firm, says they are well 
pleased with sales results. 

e Thompson-Haldeman, Inc., the 
largest Chrysler-Plymouth dealer in the 
Tri-State area, has for the last three 
years used a generous campaign on 
KDKA-TV Pittsburgh. First testing the 
medium with a generous spot cam- 
paign, the dealer, through its agency, 
Mare & Co., purchased a series of 
quarter-hour films, titled Studio 15, 
and placed them in the 11:15 p.m. 
spot on Sunday. A live announcer is 
used. The films are the early Fireside 
Theatre shows, originally produced as 
15-minute programs. 

In answer to questions regarding 
television as a sales factor, C. J. 
Thompson, president of Thompson- 
Haldeman, admitted that “this program 
is without a doubt the greatest sales 
tool ever used by the company. It 
not only brings immediate store action, 
but also sells the merchandise for us.” 
Mr. Thompson went on to say that 
“another big factor in using television 
is in knowing just how to get the most 
out of it. We believe in selling to- 
morrow, not waiting for our message 
to sink in gradually, months later. We 
also believe that by so doing, our 
customers have faith in our name, and 
our advertising means a great deal 
more to us.” 

Jack Goldsmith, of Mare & Co., 
states that in dollar return television 
is by far the cheapest of all advertis- 
ing media used by this client. 

e Town & Country Motors, Pontiac 
dealer of Harrisonburg, Va., uses a 
spot announcement in Class A time 
once each week on wsva-Tv Harrison- 











Mr. C. J. Thompson, president of 
Thompson-Haldeman, Inc., Pittsburgh, 
confirms that television is the best ad 
bet for auto dealers. His company 
sponsors a 15-minute program on 
KDKA-TV Pittsburgh. 


burg. Picture of the car featured is 
used, with the price and the address 
of the motor company. Gorden Speck 
is manager. 

e Turner Harper Plymouth, of San 
Antonio, opened last year as a new 
dealership and since the beginning of 
1957 has been a heavy user of A and 
AA one-minute and 20-second spots on 
KONO-TV San Antonio with such success 
that it is one of the leading dealer- 
ships in the nation. Present schedule is 
for four Class AA announcements and 
one participation during Saturday- 
afternoon baseball. Budget runs from 
$2,000 to $3,000 a month. 

Commercials are all sound-on-film, 
shot locally by the KoNo-Tv film de- 
partment with its Auricon equipment. 
All formats are intensely violent. In 
one spot the announcer breaks the 
windshield of a new car with a base- 
ball bat to get attention. Copy then 
runs along the line of “smashing 
values.” 

Another spot shows the announcer 
pouring gasoline on a new Plymouth 
and then throwing a torch which ig- 
nites the whole car in a terrific blaze. 
Copy line is about the “hottest deals 
in town.” A new commercial is being 
made in which a new Plymouth will 
be pushed off a cliff, with the copy line 
reading “prices hit rock bottom.” 

Dr. Lewis Turner and Harvey Har- 
per are the principal executives of 
the company, with Mr. Harper the 


advertising manager. Agency is Fraser- 
Wiggins Advertising, with Mrs. Faye 
Steckly account executive. 

Fraser-Wiggins is producer of the 
spots, but credits the client with many 
of the ideas which are used. The 
commercials have received recognition 
nationally because of the terrific sales 
response. The Plymouth division of 
Chrysler has commended Turner 
Harper on its copy. 

e Walton Motors, of Chicago, the 
“world’s largest Chrysler dealer,” has 
been an advertiser on WGN-TV Chi- 
cago with a weekday news and on- 
the-street program since September 
1950. Rocklin Irving & Associates, 
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agency for the account for the past 
25 years, gives television the credit 
for the enormous success of the auto- 
mobile dealer. 

“There is no doubt about it, Walton 
Motors grew to be the world’s largest 
Chrysler dealer through the medium 
of television,” says Irving Rocklin, ex- 
ecutive handling the account. “Only 
this week we have renewed for our 
seventh consecutive year with WGN-TV. 
The biggest per cent of our ad- 
vertising expenditure goes into tele- 
vision. We find that wen-tv does a 
job consistently 52 weeks out of the 
year.” 


(Continued on page 66) 
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CBS Owned WHCT is first evenings too. 
Has the biggest share of audience and 15 
of the top 25 evening shows. To get the 
facts, call CBS Television Spot Sales. ‘s=: 
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No matter how 
you slice it! 














Rochester, New York 
Area 13 Counties 


27.4% MORE DAYTIME 
CIRCULATION* 


*Homes Reached Daily Average 
Neilsen #2 Spring 1956 


than the other Rochester Channel 
Whether interested in Market Coverage, 


Daytime Circulation or Nightime Circulation, 
we frankly don’t know. Choose whatever 
yardstick you wish .. . pick your method and 
you'll find it stacks up for WROC-TV. 

WROC-TV and only WROC-TV can guarantee 
maximum circulation throughout the Roch- 
ester AREA. 


WROC-TVcuaxnex 5 


A Transcontinent Television Corporation Station 
Represented Nationally By 
PETERS, GRIFFIN, WOODWARD TELEVISION SALES 
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151 West 46th St., N.Y.C. 
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Dealers (Continued from page 65) 


The present Walton Motors sched- 
ule calls for Man on the Street, fea- 
turing Jack Brickhouse, at 5:45 p.m. 
and a news program at 6:30 p.m. with 
Lloyd Pettit. Commercials are handled 
by Frann Weigle, who has been with 
Walton Motors as spokesman, for the 
past 10 years. 

“Our commercials,” continues Mr. 
Rocklin, “have proven that automobiles 
can be sold with short copy. In fact, 
since we shortened them, we have 
even done a better job. The Waiton 
commercials are refreshing, to the 
point, and are changed daily. This, | 
believe, is highly important.” 

Mr. Rocklin credits much of the 
success of the Walton campaign to 
Joseph Levy and his son, Joseph Jr., 
company executives, since both believe 
“that an advertiser can only be suc- 
cessful and can only get the most out 
of television by being with it 52 weeks 
out of the year and by offering viewers 
good, clean programming and short, 
straightforward, honest commercials.” 

Part of the growth of the company 
is credited to the wide coverage area 
of wen-tv. Buyers of Walton’s cars 
come from Indiana, Michigan and Wis- 
consin. The fact that tv brings im- 
mediate results has been noted re- 
peatedly. The motor company con- 
sistently delivers cars advertised on 
the same evening that the commercials 
appear. 

e Hez Ward Buick, of Huntington, 
has been using ten spots a week on 
wsaz-Tv. Commercials are ID slides. 
Mr. Ward feels that the copy and 
slides used locally are better sales 
producers than the network announce- 
ments for Buick. 


Since 1955 


e Wood Chevrolet Co., of Birming- 
ham, has been using wBRC-Tv Birming- 
ham since 1955, when it began spon- 
soring both spot announcements and 
programs. It used as many as three 
half-hour programs a week at one 
time, but reduced all advertising in 
mid-1956 and cut its television back 
to spots and participations. 

This did not work out, and early 
in 1957 Wood allocated its entire new- 
car advertising budget to television, 
returning to a heavy spot schedule. 





Roach Stock 


Hal Roach Jr., president of 
Hal Roach Studios and Hal 
Roach Productions, Inc., has an- 
nounced the appointment of S. D. 
Fuller & Co., New York invest- 
ment firm, as head of a group of 
underwriters who will sell 375,- 
000 shares of common stock at a 
price of $3 per share. According 
to the announcement, this move 
makes Hal Roach Studios the 
last of the one-man-owned mo- 
tion-picture studios to enter a 
stock issue. 

Mr. Roach said the issuance of 
the stock will afford his company 
added capital necessary for an 
accelerated production schedule 
of new television film series and 
for the near-capacity activity of 
the firm’s commercial division. 











At present it sponsors a 6:05 p.m. 
sports show and part of the Sunday- 
afternoon stock-car races. In addition, 
the eompany uses 10 one-minute an- 
nouncements a week. Harold F. Wood 
is principal executive of the motor 
company, and Thad Shanks is sales 
and advertising manager. Evelyn Allen 
Productions is the agency. 

New-car commercials are hard sell, 
featuring price and trade-in allowance. 

Used-car department advertising 
budget. is split between newspapers 
and television. Commercials for this 
hard sell and 


emphasize the fine company recondi- 


department are also 


tioning plant. 

“It goes without saying,” says a 
company executive, “if the medium 
were not paying off in actual sales, 
we would find other media for the 
job. We primarily use channel 6 be- 
cause of its wide coverage, getting 
our message to out-of-town buyers 


” 


with whom we have a big following. 











STARK 
HOWARD E- put 


on STATIONS 


groneRs and FU 
RADIO and TELEVIS! 


street 
wo CAST a2. & 

















Nee 





Washington Memo 


POST-FREEZE INCREASES. The 
recent report of the Federal Communi- 
cations Commission on 1956 financial 
operations of the television broadcast- 
ing industry, although confined to 
broad categories, provides the first real 
evidence of the impact of the lifting 
of the freeze in 1952 on station con- 
struction. Many of the new vhf stations 
licensed after the freeze had become 
firmly established when they reported 
to the commission on last year’s busi- 
ness. While there are still many which 
have not had sufficient time to enjoy 
receiver saturation in their markets, 
the majority of them were on the air 
the full year of 1956. 

Since the commission’s report is 
based on data relating to the full 
year’s operations, it is apparent that 
there has been a tremendous increase 
in the number of v’s on the air, de- 
spite the shortage of channels. The 
1956 report includes a category of 269 
post-freeze stations. In 1955 there were 
225 such stations. In 1954 the number 
was 177. In 1953, which was the first 
year in which the new v's showed up 
in the annual reports, there were 114. 

Not counting the 95 uhf stations 
on the air, whose problem is a special 
one, the number of stations in opera- 
tion has nearly quadrupled since the 
freeze was lifted. This increase has 
taken place in a little more than four 
years, since there were few new v's 
which got started in 1952. 


CONTRIBUTION OF V’S. What have 
the new v’s contributed to the over-all 
tv economic picture? The commission’s 
report shows that they are making an 
important contribution. In two years 
(from 1954 to 1956) they have in- 
creased their aggregate billings from 
$60 million to $161.4 million. During 
this same period, they have emerged 
from an aggregate loss of $3.8 mil- 
lion to an over-all profit of $16.4 mil- 
lion. Reflecting the speed with which 
set circulation is developed in new 
markets, these stations more than 
tripled their earnings in one year. 





Profit figures, of course, are before 
Federal taxes. 

It is true that the new v’s, though 
two and one-half times as numerous 
as the original 108 pre-freeze stations, 
account as yet for only 18 per cent of 
the total industry sales (including net- 
works). But it should be remembered 
that none of them was in the top 10 
markets last year, that many of them 
were still pioneering new markets, that 
many others had not had sufficient time 
to establish themselves firmly where 
they could compete against existing 
stations and that a substantial num- 
ber were started in very small com- 
munities. 

It would seem fairer to match the 
contribution of the new v’s with the 
95 pre-freeze v’s (exclusive of those 
owned and operated by the networks) 
which the FCC report puts in a sepa- 
rate category. In such a comparison, 
the new v’s show up well. Their 1956 
sales were within 62 per cent of the 
$260.7 million volume of the 95 pre- 
freeze v's. 


INDUSTRY BILLINGS. There is an- 
other aspect of the commission’s report 
which appears worthy of more than 
passing attention. This concerns the 
total industry billings for 1956 of 
$896.9 million. This compares with 
$744.7 million in 1955, with $593 
million in 1954, with $432.7 million in 
1953 and with $324.2 million in 1952. 


It will be noted that there was a 
gain of $152.2 million from 1955 to 
1956. This compares with sales of 
$193.9 million by the post-freeze sta- 
tions (269 v’s and 95 u’s) last year. 
This would seem to show that the new 


stations accounted for all, and then 
some, of the increased business of the 
industry last year. 

Similarly, there was an increase in 
sales between 1954 and 1955 of $151.7 
million. This compares with sales of 
$140.7 million by the new stations 
(225 v’s and 103 u’s) in 1955. Which 
indicates that most of the increase 
from 1954 to 1955 was accounted for 
by the post-freeze stations. The con- 
tribution of the new stations is also 
reflected in the increased business by 
the networks. 

It will be noted that since 1953 in- 
dustry billings have increased by better 
than $150 million each year. Consider- 
ing that there will be from 40 to 50 
more stations in operation this year, 
including some in major markets, it 
would seem to be a conservative pre- 
diction that the 1957 report of the 
commission will show industry volume 


exceeding the $1-billion mark. 


TOLL-TV VOTE DUE. This may be 
a crucial month for subscription tv. 
The FCC is scheduled to meet Sept. 17 
to decide whether the service should be 
authorized, either via trial demonstra- 
tions or full scale. The members of 
the commission have been split on 
what should be done, and it is quite 
conceivable that they will need the vote 


(Continued on page 80) 
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HEL-O-LAND 


It fakes five airlines and as 
many railroads fo criss-cross 
huge, hustling KEL-O-LAND. If 
fakes more than a amillion 
people fo ring up its $1,220- 
150,000 annual retail sales. 
Yet Joe Floyd and his 101- 
man crew deliver all of 
KEL-O-LAND fo you for your 
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Auto (Continued from page 33) 


(8:30-9:30) Thursday-night dramatic 
series, Climax!, which goes into its 
fourth season as one of the most suc- 
cessful shows of its type on television. 
Until now, Climax!, representing a 
$7-million time-and-program invest- 
ment, has been underwritten exclu- 
sively by the Chrysler Corp. on behalf 
of all its cars. Beginning this month, 
however, the parent company will turn 
over two weeks out of every four to 
the Dodge and Chrysler divisions, with 
the corporate outfit getting the benefit 
of the remaining plugs. It’s hoped by 
Chrysler executives that the switch 
will particularly advance the cause of 
the Chrysler car, which to date has 
been virtually out of the tv picture. 


Chrysler Uses Little Spot 


Because of its heavy investment in 
network television, the Chrysler Corp. 
uses relatively little spot throughout 
the year, except for several weeks fol- 
lowing the fall introduction of its 
latest models. Some $250,000 was spent 
this way both last year and the year 
before, and it’s estimated that the 
budget for spot will run around this 
figure for the new season. 

The Ford Motor Co., with its two 
high-priced makes—Lincoln and Con- 
tinental—showing a percentage-point 
production decline from 1956, never- 
theless increased its combined share 
of the industry output by 2.89 per 


cent: 1,015,311 autos in the January- 


June period this year, as against 868,- 
848 for the °56 equivalent. 

Of the company’s four divisions, the 
Ford car is, of course, by far the leader 
in production, sales and advertising 
expenditures. For the first time in three 
years, Ford outstripped Chevrolet in 
output (819,882 to 792,004) and in 
new-car registrations (763,670 to 
722,396). A year ago Chevrolet had 
a first-half 26.07-per-cent share of the 
total industry sales to Ford’s 21.55; 
at the halfway marker this year Ford 
was topping its traditional rival per- 
centage-wise by 24.87 to 23.52. 

Ford has been using spot television 
on a consistent year-round basis, with 
sharply increased schedules when the 
new models make their appearance, a 
policy that is expected to be main- 
tained again this year. On the net- 


work level, the division last season 
came up with the only new top-rated 
personality to hit tv during the year 
—Tennessee Ernie Ford, whose Thurs- 
day-night (9:30-10) half-hour over 
NBC-TV will again be sponsored by 
his namesake motor company. Also 
going into its second season with half 
sponsorship by Ford is Dick Powell’s 
Zane Grey Theatre on CBS-TV, Fri- 
day nights from 8:30 to 9. 

The long-running Ford Theatre, 
which switched to ABC-TV from NBC- 
TV a year ago, has been dropped by 
the company. To replace it, Ford is 
siphoning a reported $5 million into 
a new hour-long series, Suspicion, one 
of NBC-TV’s most ambitious ventures 
of the upcoming season. Ford’s spon- 
sorship of the Monday-night (10-11) 
dramas, 10 of which will be produced 
and directed by Alfred Hitchcock, will 
be on an alternate-week basis. 

Also on the Ford division’s network 
agenda for 1957-58 is another spot- 
lighted show—the Desi-Lucy Hour, 
five 60-minute programs starring Desi 
Arnaz and Lucille Ball, who for the 
first time in a half-dozen years will not 
be back with a new / Love Lucy series. 
Ford is assuming full sponsorship of 
the quintet of Desilu-produced hours, 
which will be seen on CBS-TY. It’s an 
impressive network schedule that Ford 
will be bankrolling during the new sea- 
son, one that reaffirms the division’s 
faith in the medium as a mover of 
cars. As John Bowers, advertising 
manager of the division, puts it: “I 
believe our line-up speaks for itself 
as to what we think of tv's sales ef- 
fectiveness.” 

For the first time in seven years, it 
won't be Lincoln and Mercury as the 
sole presenters of the perennial Ed 
Sullivan Show Sunday nights at 8 over 
CBS-TV. The Lincoln division is with- 
drawing from its long-time co-sponsor- 
ship of the program because of high 
costs and a decline in this year’s first- 
half production and sales from those 
of a year ago. 

Lincoln produced 23,501 vehicles 
from January through June 1957, as 
against 27,437 during the first half 
last year; its sales for the respective 
periods were 19,328 and 21,898. The 
Mercury division, on the other hand, 
took a jump in output—148.881 cars 


(Continued on page 80) 























Wall Street Report 


THE WORLD OF DISNEY. Ii’s been 
some time since the public investors 
got a good glimpse at the economic 
facts of life that guide the world of 
fantasy in which Walt Disney lives. 
But with last month’s offering of 400,- 
000 shares of Walt Disney Productions 
by Atlas Corp., some fresh informa- 
tion was shed on how successful Dis- 
ney’s venture into ty has been. 

As might be expected of the Disney 
world, unlike Gaul, it is not divided 
into three parts but three and two- 
thirds parts. The segments include its 
motion-picture productions, its televi- 
sion productions, its ancillary business 
(meaning character merchandising, 
comic strips, music and phonograph 
records, etc.) and its 65-per-cent in- 
terest in Disneyland, Inc., the Cali- 
fornia amusement park built to per- 
petuate the myths and tales of the 
20th Century Lewis Carroll. 

The Disney library consists of 17 
animated feature pictures, including 
Snow White, Pinocchio and Fantasia; 
11 conventional features, such as 
Treasure Island, Robin Hood and 20,- 
000 Leagues Under The Sea; two com- 





bination films of animation and live Fiscal 
action, Son of the South and So Dear 10/1/55 
To My Heart, and 467 short subjects, (000) 
including 332 color cartoons. It also Minimum guarantees by ABC _—_ $1,800 
includes 273 television programs, con- Dull te ADT te ences of C. $632 
sisting of 200 hour-long Mickey Mouse Total (including foreign ) $2,552 
Club shows and 73 Disneyland pro- Costs 
grams in color. Production $4,496 

Here is a summary of the revenues Disneyland, Inc., rights $255 
and costs of the company’s theatrical Total Costs (including foreign) $4,765 
films from October 1937 to June 30, Profit (or loss) $2.213 
1957: 

Net after 

Original Gross Distri- Prod. 

release No. Rental bution Cost Excess Unamort. 

in color released (millions) (millions) (millions) (millions) Cost 
Animated 17 $66.8 $38.7 $31.6 $7.0 $21,685 
Live Action 13 $37.7 $21.4 $18.5 $5.1 $2.2 million 
Nature 11 $14.9 $8.8 $3.0 $6.4 $691,153 
Short sub. 293 $34.5 $20.3 $15.3 $5.3 $327,088 
Total 334 $153.9 $88.2 $68.4 $23.8 $3.3 million 
Reissue 
Features (6) 8 $16.0 $8.8 $8.8 
Short Sub. 37 $2.6 $1.2 $1.2 
Total 45 $18.6 $10.0 $10.0 
Grand Total $172.5 $98.2 $68.4 $33.8 $3.3 million 


PROFIT IN PERENNIALS. The fig- 
ures on the reissue business show the 
validity of what many people have 
long contended—Disney works are 
timeless and can be shown to succeed- 
ing generations for years to come— 
very profitably. Disney was forced to 
go into distribution for himself early 
this year when RKO quit the field. 
Buena Vista Film Distribution Co. was 
formed to do the job, and now it re- 
mains to be seen whether this added 
function will fatten or drain Disney 
profits. Nevertheless, it is reassuring 
to know that whenever the company 
feels its profit position is endangered, 
it has the potential of its older films 
to fall back on to make money. Snow 
White and the Seven Dwarfs, first 
made in 1937 and reissued twice since 
then, will make its fourth appearance 
next year. Meanwhile, a new anima- 
tion film, Sleeping Beauty, will make 
its debut in December 1958. 

Now let us look at the company’s 
performance in the tv medium: 
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SIDELINE INCOME. There are a few 
complicating aspects to this table. For 


example, the income statement does not 
include $1.8 million gleaned from the 
theatrical release of the Davy Crock- 
ett films originally made for tv, nor 
does it show the impact the tv shows 





Income 
year ended 39 weeks ended 
9/29/56 6/30/56 6/30/57 
(000) (000) (000) 

$4,947 $3,493 $4,309 
$1,035 $1,064 $3,132 
$6,996 $4,747 $7,771 
$6,021 $3,942 $6,463 
$696 S474 $750 
$7,067 $4,559 $7,516 
$71 $188 $255 





had on sales of Davy Crockett caps 
and shirts, for which Disney received 
a royalty. If these were included, tv’s 
profitability for Disney would show 
a fatter reward than it does. 

The best proof of that is to look at 
the figures on the income from these 
sideline operations. 
character merchandising climbed from 
$1,895,241 for the year ended Oct. 2, 
1954, to $2.4 million in the year ended 
Sept. 9, 1956. Income from publica- 
tions jumped to $1.1 million from 
$568,000 in the same period. In 1956 


(Continued on page 79) 


Revenue from 


Television Age 69 





September 9, 1957, 











SUCCESS 


in selling—through television 


If you are interested in how different types of advertisers have usea 
television successfully you are interested in the TELEVISION AGE series 


of Product Group Success Stories. 


Each article takes up a different kind of advertiser, goes into his 
advertising problems, then tells how these problems have been 
answered through television. Each case history is factual and com- 


plete. Each article includes dozens of actual television success stories. 


Reprints are available at 25c each, 20c in lots of 10 or more. Just 


fill out the coupon below. 


Reader’s Service 


Television Age 


444 Madison Avenue, New York 22, N. Y. 
Please send me reprints of the Product Group Success Stories: 
Number of copies Number of copies 


Bakeries & Bakery Products 
Dairies & Dairy Products 


Shoe Stores & Manufacturers 
Farm Implements & Machinery 
Banks & Savings Institutions 
Dry Cleaners & Laundries 
Groceries & Supermarkets 


Electric Power Companies 
Gas Companies 
Telephone Companies 
Furniture & Home Furnishings 
Home Building & Real Estate 
Jewerly Stores & Manufacturers 
Nurseries, Seed & Feed 
Hardware & Building Supplies 
Soft Drink Distributors 

Travel, Hotels & Resorts 
Sporting Goods & Toys 


Insurance Companies 
Coffee Distributors 
Men’s Clothing Stores 
Cough & Cold Remedies 
Electrical Appliances 
Beer & Ale 

Department Stores 


Restaurants & Cafeterias 
Drugs & Remedies 
Gasoline & Oil 


Moving & Storage 


PEPE 
PTET 


Television & Radio Receivers 

















Name Position 
Company 

Address 

City Zone State 

0 I enclose payment O Bill me 


() Please enter my subscription for TELEVISION AGE for one year at $7. As a 
premium I will receive a copy of the Source Book of Success Stories 
which includes the first 15 of the above Product Groups. 


Me ae —_— _ _—--— 
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Tv Director 


Norman Traynor has _ been 
named radio-tv director at 
Brooke, Smith, French & Dor- 


rance, Detroit. 


Mr. Tray- 
nor, who has 
been man- 
ager of the 
department 
since Novem- 
ber, joined 
the agency in 
January 
1951 as a 


copy writer. 





He later became creative super- 
visor and has written and pro- 
duced radio and tv copy for au- 
tomotive, appliance, beverage 
and food accounts. 
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Young International 


Station representative Adam Young 
has announced the sale of his in- 
ternational representation company, 
Young International Ltd., to a group 
headed by Harry Engel, owner of 
KUAM-TvV-AM Guam. The sum involved 
is in excess of $50,000. 

The new firm will be known as In- 
tercontinental Services Ltd. and will 
enlarge the scope of the original com- 
pany to include station consulting and 
management. . 

In addition to Mr. Engle who is 
president, Walter Staskow, ZBM-TV-AM 
Hamilton, Bermuda, is vice president. 
Stephen Mann, who served as vice 
president of Young International, will 
function as treasurer and general man- 
ager of Intercontinental Services. 

Some 20 radio and tv stations are 
involved in such locations as Puerto 
Rico, British West Indies, Central and 
South America and the Far East. Mr. 
Young has agreed to confine his ac- 
tivities to the U.S., Canada and 
Hawaii. 

* * * 
Blair Appoints 

Blair Television Associates has ap- 
pointed Kevin McDermott to the ac- 
count executive staff. Before joining 
Blair, Mr. McDermott was an account 
executive with the Katz Agency for 
three years. 





_ ——_____,—— 




















Station Directory 


The TELEVISION AGE Station Direc- 
tory is intended to supply up-to-date, 
basic information in a _ convenient, 
usable form. Data appears in the fol- 
lowing order: name of market, call 
letters, channel number, address of 
station, number of sets within the 
station coverage area, source of set 
figure, number of color sets, Class A 
rates for one hour, one minute and 
ID and two principal station execu- 
tives, with their titles. 

All of this data is furnished by 
the station in answer to monthly 
questionnaires. For more detailed 
data see the TV AGE Yearbook. 


Asterisks indicate stations ousigped, for color 
but which have submitted no figure. Italics indicate 
Stations not yet on the air, channel numbers and 
target dates. Daggers (t) indicate that the station 
has asked that no set count figure be published. 
Abbreviations commonly used in this listin 
include: asst. assistant, ¢ color, c. commercial, 
chg. charge, cls. class, a. director, g- general, loc. 
local, m. manager, mng. managing, nat. natio 
©. Owner, opertns. operations, Pp. president, pgm. 
program, prom. promotion, rgnl. regional, res. 
resident, sce. source, serv. service, sls, sales, st. 
station, sta. station estimate. 





Totals 
Total commercial stations: 484 
Total markets: 310 


Total estimated b&w tv homes: 41,104,- 
000 


332,000 


Total estimated color sets: 











ALABAMA 


Mesteabom, WABT (13) Box ims. 370,000 

w Sce: sta. 400 c. Cls. AA hr. $800, min. 

$a80, ID $125. Henry P. Johnston, p. & mng.d. ; 
Charles F. Grisham, v.p. tv sls. 

Birmingham, WBRC-TV (6) Atop Red Mountain. 
420,000 b&w Sce: Nielsen & sta. 200 c. Cls. A 
hr. $685, min. $180, ID $90. he T. Schlin- 
kert, st.m.; Oliver V. Naylor, sls.m 

Decatur, L-TV (23) 701. "Bank St. 35,500 
b&w Sce: sta. 75 c. Cls. A hr. $150, min. $35, 
ID $20. Louis Blizzard, st. m. & sls.m. 

Dothan, WTVY (9) Lottonwood Rd. 59, - oy 
Sce: sta. *c. Cls. A hr. $150, min. $30, ID $15. 
A E. Busby, a v.p. & g.m.; Art 
sls.m. 

Mobile, WALA-TV (10) Government at Joachim 
Sts., Box = 175,000 b&w Sce: aa e 1,- 
000 c. Cls. A hr. $450, min. $90, ID $45. W. B. 
Pape, ae v.p. & g.m.; Jim McNamara, nat. & 


loc. sls. 

Mobile, WKRG-TV A. aoe "° la St. 187,500 
b&w Sce: = . $400, min. $80, 
ID $40. C. ee 7 = & g.m 

Montgomery, Weov-TV (20) Box 2505, Adrian 
Lane. 81,000 b&w Sce: sta 50 c. Cls. A hr. 
$200, min. $40, ID $20. Hugh M. Smith, g.m.; 
Morris South, loc. sls. m. 

Montgomery, WSFA-TV (12) 10 E. Delano Ave. 
149,800 b&w Sce: st. 200 c. Cls. A hr. $450, 
min. $100, ID $50. Eugene B. Dodson, v.p. & 
st. m.; Carter Hardwick, c.m. 


Creamer, 


> 


Mesa, KVAR (see Phoeni 
oe, KOOL-TV (10) HY W. Adams. 187,500 
&w ne sta. 400 c. Cls. A hr. $550, min. 
$ito. iD $50. Kenneth Morton, st.m.; Robert 
Miller, sls.m. 

Phoenix, KPHO-TV (5) 631 N. Ist Ave. 158,932 
b&w Sce: sta. Cls. A hr. $450, min. $100, ID 
$50. og has Rawls, g.m.; Howard Stal- 
naker, asst. m. 

Phoenix KTVK. (3) 3435 N. 16th St. 163,000 

w Sce: sta. 250 c. Cls. A hr. $400, min. 
ID $50. Roger Van Duzer, g.m.; Burton 


; Dow, c.m. 
Phoenix, KVAR (12) 1101 N. Central Ave. 


LL eA 


181,571 b&w. Sce: sta. 639 c. Cls. A hr. $450, 
min. $90, ID —_ ng gh O. Lewis, p. & g.m.; 


E. W. Harv &ec 

Tucson, KGUN-TV_ ts) 2176 ; N. 6th Ave., 190,000 
b&w Sce: sta. 200 c. Cls. A hr. $300, min. 
$60, ID $30. Tolbert Foster, v.p. g-m.; 
Irvin Kipnes, c.m 

Tem, KOLD-TV (13) 1165 W. Drachman St. 

1,000 b&w Sce: sta. Cls. A hr. $300, min. $50, 

ib’ $25. E. S. Mittendorf, g.m.; Bernie Perlin, 
sls.m, 

Tucson, KVOA-TV (4) 209 W. Elm. 64,344 b&w 
Sce: sta. 400 c. Cls. AA hr. $300, min. $60, ID 
$30. Otis Cowan, m.; W. R. “Duey” DuBois, 


sls.m. 
Yuma, KIVA (11) Box 1671. 32,000 b&w Sce: 
B. Cls. A hr. $200, min. $40, ID $20. 
- acct Wheeler, st.m.; Patrick Carrick, 
sls.m. 


ARKANSAS 
=, Besadn. KRBB (10) Garrett Hotel, Box 791. 
b&w Sce: sta. A hr. $200, min. 


0,000 Cls 

0.1 ID $20. Bill Bigley, g.m.; W. C. Womack, 

Fort Smith, KFSA-TV (22) Southwestern House, 
920 Rogers Ave., Box 569. 40, _ b&w Sce: 
sta. Cls. A hr. $200, min. $40, ID $20, J. W. 
Slates, v.p. & g.m.; Roland Hundley, c.m. 

Fort Smith, KNAC-TV (5) 200 Kelly Bldg. 
60,000 b&w Sce: RETMA Cis. A hr. $250, min. 
$50, ID $25. Dick Campbell, g.m.; Larry Nolan, 


sls.m. 

Little Rock, KARK-TV (4) 10th & Spring Sts. 
246,350 b&w Sce: sta. 350 c. Cls. A hr. $500, 
min. $110, ID $55. Douglas J. Romine, v.p. & 
st. m.; Lee Bryant, ¢c.m. 

Little Rock, KATV (see Pine Bluff) 

Little Rock, KTHV (11) 720 Izard St. 244,072 

: sta. 150 c. Cls. A hr. oe, = 

$100, - 4 hoa B. G. Robertson, g.m.; W. 


Pine Biet, KATY (7) 620 Beech St. 236,800 
b&w Sce: sta. Cls. AA hr. $450, min. $90, ID 
$45. John H. Oscar Alagood, 


sls.m. 
Texarkana, KCMC-TV (see Texarkana, Tex.) 


Fugate, g-m.; 


CALIFORNIA 


Bakersfield, KBAK-TV (29) P. O. Box 1448. 
110, aor Sce: sta. Cls. AA hr. $350, min. 
$70. D $35. A. H. Constant, v.p. & g. 
Behessticla, KERO-TV #70) 1420" Truxton Ave. 
156,595 b&w Sce: sta. 550 c. Cls. A hr $500, 
min. $100, ID $50. Gene DeYoung, p. & g-m.; 
Ed Urner, v.p. & g. sls.m. 
Chico, KHSL-TV (12) 180 E. 4th St. 86,000 b&w 
seer sta. cls. A hr. $225, min. $37.50, ID $20. 
M. Rs Woodling, st. m.; George Ross, nat. 


Pm. KIEM-TV (3) Box 1021, foot of Bay St. 
38,000 b&w Sce: RETMA & sta. cls. A hr. 
$250, min. $50, ID =. Donald H. Telford, v.p. ; 

- win Smi 

Fresno, KFRE-TV "aa 733 L St. 252,299 b&w 
Sce: sta. 500 c. Cls. A hr. $650, min. $150, 
ID $75. Ea J. Frech, st. m.; Bob Klein, g. 


sls.m. 

Fresno, KJEO (47) Box 1708. 188,710 b&w Sce: 
PCMB & ARB. 510 c. Cls. A hr. $600, min. 
$150, ID $75. Joseph Drilling, v.p. & g.m. 
William Edholm, c.m. 

Fresno, KMJ-TV (24) 1117 N St. 175,000 b&w 
Sce: Pacific Coast Measurement Bureau 1,000 
ce. Cls. A hr. $550, min. $150, ID $75. John 
Edwards, st. m.; Wilson Lefler, sls. m 

Los Angeles, KABC-TV (7) Prospect & "Talmadge 
Aves. 2,715,023 b&w Sce: Electrical League 
of L. A. 7,796 c. Cls. A hr. $2,300, min. $600, 
| Rg Selig J. Seligman, g.m.; Elton H. 

ule, g.s 

Los Angeles, "KCOP (13) 1000 Cahuenga Blvd., 

ye. here: “| b&w Sce: Electric League 
» An $1,250, min. $250, ID $120. 
Sack Hate, = "k g.m.; Amos Baron, sls.m. 

Los Angeles, KHJ-TV (9) 1318 N. Vine St., 
Hollywood. 2,842,504 b&w Sce: Electrical 
League of L.A. 9,001 c. Cls. A hr. $1,750, 
min. $400, ID $200. John T. Reynolds, v.p. 
g-m. ; sg L. Wheeler, sls.m. 

Los KNXT (2) 13813 N. Vine St. 
et. 450 Taw oe Ke ry Spot Sales. 8,414 

Cls. A hr. $3, AA min. $800, AA ID 
$400. —— B. a g.m.; Robert D. Wood, 


sls. 

tan ae KRCA (4) Sunset & Vine. 2,300,000 
b&w Sce: NBC Sales, 8,869 c. Cls. AA hr. $3,- 
600, 20 sec. $800, ID $375. Thomas C. McCray, 
v.p. g.m.; James Parks, sls.m. 

Los Angeles, KTLA (5) 5800 Sunset Blvd., 
aay eg 2,374,363 b&w Sce: sta. 5,208 c. 
Cls. A h r. $1, 500, min. $300, ID $150. Lew Ar- 
nold, oan. ; Bob Mohr, sls. m. 

Los Angeles, KTTV (11) 5746 Sunset Blvd. 
2,822,297 b&w Sce: Electric League of L.A. 
Cls. A hr. $2,000, min. $600, ID $290. Richard 
A. Moore, rp. & g.m.; John R. Vrba, v.p. 


chg. sls. 
Redding, KVIP (7) 2770 Pioneer Dr. 60,000 b&w 


Sce: sta. 200 c. Cls. A hr. $225, min. $35 
ID $19. George C. Fleharty, p. & g.m.; John 
Dadiw, sls.m. 
Sacramento, KBET-TV (16) 601-607 Seventh 
Ave. 413,249 b&w Sce: RETMA & sta. 3,225 c. 
hr. $850, min. $200, ID $35. John H. 
-p. & g.m.; George J. Kapel, g.sis.m. 
CRA-TV (3) 310 Tenth St. 411,700 
: Nielsen & sta. 3,500 c. Cls. A hr. 
$800, min. $200, ID $85. aenant E. Kelly, st.m.; 
Robert "Brien, loc. sls. 
Salinas, KSBW-TV (8) 238 John St. Box “— 
og 778 b&w Sce: & sta. 1,000 c. Cis. 
+ $400, min. eee, ID $40. John C. — 
& ¢g ; Gra! . Moore, sls. 4. 
San Sion, ‘KPMB-TV (8) 1405 Fifth Ave., 479,- 
661 b&w Sce: sta 250 c. Cls. A hr. $900, min. 
$230, ID $100. George A. Whitney, v.p. & g.m.; 


Bill Fox, g.sis.m 

n Diego, KFSD-TV (10) 3642 Enterprise St. 
490,000 b&w Sce: sta. 225 c. Cle. AA hr. $850, 
min. $200, ID $90. William E. Goetze, exec. 
vp. & g.m.; Jay Grill, vp. & g.sls.m. 

Tijuana, Mex., XETV (6) 4229 Park Blvd., San 
Diego. 409,420 b&w Sce.: sta. Cls. AA hr. $800, 
min. $180, ID $80. Julian M. Kaufman, v.p. 
& g.m.; William G. Mueller, bus.m. 

San Francisco, KGO-TV (7) ABC Radio-TV 
Center, 277 Golden Gate Ave. 1,221,000 b&éw 
Sce: sta. Cls. A hr. $1,700, min. $375, ID $188. 
John H. Mitchell, g.m.; David M. Sacks, 


g.sls.m. 

San Francisco, KPIX (5) 2655 a Nom 
1,193,721 b&w Sce: ARF. 2,0 

AA hr. $1,700, min. $500, ID sso. Philip” C 


Lasky, m.; Lou Simon, sis.m. 
San Francisco, KRON-TV (4) 929 Mission St. 
1,255,294 b&w Sce: sta. 4,393 c. Cls. AA hr. 
,700, 20 sec. $425, ID $212.50. Harold P. 
. g-m.; Norman Louvau, sls.m 
San Francisco, KSAN-TV (32) 1141 Market St. 
308,000 b&w Sce: Pulse. Cls. A br. rw min. 
$15, ID $9. Richard P. “Bott, g-m. & ¢ 
San ey KNTV (11) Box 1188, 645 Park “Ave. 
244,000 b&w Sce: Nielsen & sta. *c Cls. A hr. 
$250 min. $60, ID $30. Francis Conrad, g.m. 


‘Chase, g.sis.m. 

San Luis Obispo, KSBY-TV (6) Mtn. View & 
Hill Sts. 50,000 b&w Sce: sta. Cls. A hr. $200, 
min. $40, ID $20. Frederick F. Beck, st. m. 

Santa Barbara, KEYT (3) 730 Miramonte Dr. 
90,379 b&w Sce: ARB & SRDS. Cis. A hr. 
$400 min. $80, ID $40. Richard C. D. Bell, p 
& g.m.; Bob Burris, sls. m. 

Stockton, KOVR (13) 225 E. Miner Ave. 
395,000 b&w Sce: ARF. Cis. A hr. $650, min. 
$135, ID $68. Terry H. Lee, p. & g.m.; Ned 
Smith, nal. sls. m. 


COLORADO 
Colorado Springs, KKTV (11) 512 S. Tejon St., 
Box 1078. 74,172 b&w Sce: sta. Cls. A hr. 


; Robert sis. 

Colorado Springs, KRDO-TV (13) “99'S . Sth St. 

b&w Sce: sta. Cls. A hr. $175, min. 
$36. ID $17.50. Harry W. Hoth, p. & « 

Denver, KBTV (9) 1089 Bannock. 460, tor b&w 

: Rocky Mountain Electrical League. Cis. 
A hr. $750, min. $175, ID $87. Joseph Herold, 
st. m.; Tom Young, c.m. 

Denver, KLZ-TV (7) 131 Speer Blvd. 453,036 
b&w Sce: Rocky Mountain Electrical League 
1,366 c. Cls. A hr. $750, min. $200, ID $100. 
Hugh B. Terry, p. & g.m.; Jack Tipton, 
st.m. & sls d. 

Denver, KOA-TV (4) 1625 California St. 460,707 
b&w Sce: Rocky Mountain Electrical League. 
1,411 c. Cls. A hr. $750 min. $175, ID $87.50. 
ayo Radetsky, st. m.; Richard Harris, g. 
sls. m. 

Denver, KTVR (2) 550 Lincoln St. 460,707 b&w 
Sce: Rocky Mountain Electrical League. Cls. 
A hr. $500, min. tg ID $50. Hugh Ben La 
Rue, exec. v.p. & : Jack Miller, asst.¢.m. 

Grand Junction, KREX. TV (5) Hillcrest Manor. 
23,703 b&w Sce: sta. Cls. A hr. $120, min. 
$24, ID $12. Rex G. eee p. & g.m.; Robbie 


inson, v.p. & tv 
Montrose, iKFXJ-TV tie) Satellite of KREX- 


Pueblo, ery (5) ‘Big Hill. 57,867 b&w Sce: 
sta. Cls. A hr. $225, min. $45, ID $22.50. Cliff 
Hendrix, exec.d.; Jim Croll, nat. sls. & pgm.d. 


CONNECTICUT 


Bridgeport, WICC-TV (43) Box 9140. 72,340 
b&w Sce: sta. Philip Merryman, p. & g.m.; 
Manning Slater, sls. m. 

Hartford. WHCT (18) 555 Asylum St. 346,500 

w Sce: sta. Cls. A hr. $650. Harvey J. 
Struthers, g.m.; LaMont Thompson, g. sls. m. 

Hartford-New Britain, WNBC (30) 1422 New 
Britain Ave., West Hartford. 365,370 b&w 
Sce: a 750 ec. Cls. A hr. $600, AA min. $140, 
AA ID $70. Peter B. Kenney, v.p. & g.m.; 
Erwin B. Needles, tv sls. d. 

Hartford, WTIC- TV (3) 26 Grove St. Cls. A hr. 
$800, min. $130, ID $65. bonged C. ane, 
v.p. & g.m.; Irwin C. Cowper. sls. 

New Haven, WNHC-TV (8) 1i10 Chapel St., 
Box 1859. 974,000 b&w Sce: sta. 500 c. Cis. 
AA hr. $1,200, min. $270, ID — Edward D. 
Taddei, g.m.; John Cundiff, sls. 

Waterbury, WATR-TV (53) 440". Meadow St. 

b&w Sce: sta. Cls. A hr. $200, min. 

$60, ID $30. Samuel R. Elman, g.m. & c.m. 


September 9, 1957, Television Age 


71 








DELAWARE 
Wilmington, WVUE (12) Suburban Station 
Bidg., Putintsiphie, Pa. 2,051,000 b&w Sce: 
sta. Cls. A $800, min. $160. J. Robert 
Kerns, g.m.; _&, Lau, ¢.m, 


DISTRICT OF COLUMBIA 
w on, WMAL-TV (7) 4461 Connecticut 
Ave. NW. 600,000 b&w Sce: sta. Cls. AA hr. 
$1,500, min. $350, ID $175. Frederick S. Hou- 
wink, g.m.; Neal J. Edwards, sls. m. 
2 wRerv: (4) Sheraton Park Bowl. 
754,000 b&w Sce: sta. 2,500 c. Cls. hr. 
$800. A mage Sl D. Smith, v.p. & g.m.; Ras 
Goodfellow, sls. d. 
ashington, WTOP-TV (9) Broadcast House, 
10th & Brandywine N. W. 739,000 b&w Sce: 
sta. 2,500 c. Cls. A hr. $1,800, min. $400, ID 
$200. George F.  iagtiees, v.p. for tv; Robert 
A. J. Bordley, sls. d. 
ashington, Wrre (5) c/o Raleigh Hotel, 12th 
& Pennsylvania Ave. NW. 700,000 b&w Sce: 
sta. Cls. A hr. $1,000, min. $120, ID $48. 
James R. Bonfils, g.m.; Martin Callé, sls. m. 


FLORIDA 


Daytona Beach, WESH-TV (2) Box 1712. 61,000 
b&w Sce: sta. Cls. A hr. $200, min. $40, ID 
$20. Walter Strouse, st. m. & sls. m. 

a Myers, WINK-TV (11) Box 1072, 2824 

Im Beach Blvd. 23,500 b&w Sce: oe. Cls. 
. $150. A. J. Bauer, g.m. & sls. 

Jacksonville, WJHP-TV (36) 4036 Phillips F Hwy. a 
Box 5736. 80,000 b&w Sce: sta. 300 c. Cls. A 
hr. $350, min. $70, ID $35. T. S. Gilchrist 
Jr., g.m.; Thomas B. Newsom, st. & sls. m. 
ackson WMBR-TV (4) 605 S. Main St. 

295,000 b&w Sce: Nielsen & sta. 175 c. Cls. A 

= $750, min. —, ID _ Charles M. Stone, 


; Dave sls. 

pe A 4 WFGA-TV (12). 1620 E. Adams St. 

— t, b.2 $510, min. $128, ID $64. Jesse H. 

Ralph - Nimmons, g. sls. m. 

Miewi ‘WCKT (7) Box 1 M. — River Station. 

5, b&w Sce ce. Cls. AA hr. 

$950, min. $237, iD itt ¢ 44 M. LeGate, 
; Robert L. Fidlar, sls. m. 

Miami “WITV (17) 5500 Hallendale Beach Rd. 
289,000 b&w Sce: sta. Cls. A hr. $500, min. 
$95, ID $52. Mortimer Loewi, g.m.; Mike Kor- 
man, sls. m. 

Miami, WPST-TV (10) 316 NE = st. Walter 
Koessler, g.m.; Bob Hanna, sls. m. 

Miami, WIV (4) 316 N. Miami Ave. 397,000 
b&w Sce: sta. 2,825 c. Cls. AA hr. $1,000, 20 
sec. $250, ID $125. Lee Ruwitch, v.p. & g.m.; 
Bill Brazzil, nat. sls. m. 

WDBO-TV (6) 30 S. Ivanhoe Blvd. 
176,750 b&w Sce: RETMA & sta. 30 c. Cls. AA 
hr. $450 min. $90, ID $45. Harold P. Danforth, 


p. & g.m. 

Panama City, WJDM-TV (7) Box 428, Hwy. 98, 
Panama City Beach. 31,000 b&w Sce: sta. Cls. 
AA hr. $175, min. $35, ID $17. Harry C. Babb, 
st. m.; Milt de Reyna, nat. sls. m. 

Pensa: WEAR-TV (3) Box 431, Hwy. 90 
West of Pensacola. 152,500 b&w Sce: sta. 20 
hr. $240, min. $48, ID $24. Mel 
— p. & g.m.; Milt de Reyna Jr., asst. 


se ‘Petesbuse, WSUN-TV (38) Million Dollar 
Pier. 215,500 b&w Sce. sta. Cls. A hr. $400, 
min. $80, ID $40. “— P. aan g-m.; 
Barney Kobres, sls. 

Tallahassee-Thomasville, “Ga., WCTV (6) 2225 N. 
Monroe, Tallahassee. 124,157 b&w Sce: RET- 
MA & sta. Cls. AA hr. $350, min. $100, ID $50. 
L. Herschel Graves, g.m.; W. L. Woods, nat. 


sls. m. 

Tampa-St. Petersburg. WFLA-TV (8) 905 Jack- 
son St., Tampa. 350,000 b&w Sce: SRDS. 600 
ec. Cls. A hr. $850, min. $160, ID $80. George 
W. Harvey, v.p. & g.m.; William B. Faber 


sls. 

Tampa, WTVT (13) 3213 Grand Central Ave., 
Box 1198. 320, 000 bee. Sce: sta. 600 c. Cls. 

r. $750, min. $140. P. A. Sugg, g.m.; John 
Haberee ¢.m. 
West Palm Beach, WEAT-TV (12) Box 70. 
140,000 b&w Sce: Pulse. Cls. A hr. $250, min. 
$50, ID $25. Bertram Lebhar a exec.v.p. & 
¢.m.: Ed J. Hennessey. g. sls. 

West Palm Beach, WPTV (5) 5 ‘Cossanut Row. 
154,105 b&w Sce: Pulse & RETMA. 110 c. Cls. 
A hr. $275. min. $50, ID $25. Stephen Willis, 
g-m.; Bill Woods, nat. sls. m. 


GEORGIA 


Albany, WALB-TV (10) Stuart Ave. at Green- 
wood Dr. 80,000 b&w. Sce: sta. 500 c. Cls. 
s hr. $250, min. —_ a $25. Soe M. Robin- 


m, g.m.; Raym . Carow, sls.m. 
Atlanta, WAGATV ts) “1018 W Re ay St., 
000 b&w Sce: sta Cis. A hr. 


S10 000, — $250, ID $25. ‘on Jackson, 
v.p. & moe. d.; John W. Collins Jr., asst. 
mng. d. 

Atlanta, WLW-A (11) 1611 W. Peachtree St., 
NE. 574,693 b&w Sce: sta. Cls. A hr. $900, 
min. $175, ID $90. a LeBrun, v.p. & g.m.; 
James H. Burgess. 

Atlanta, WSB-TV (a). “White Columns, 1601 W. 
Peachtree St. 545,210 b&w Sce: - 350 c. 
Cls. A hr. $1,000, min. $250. John M. Outler 
Jr., g-m.; Marcus Bartlett, st. m. 
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eo ? beef (6) 1101 Reynolds St. 301,000 
Sce: 701 c. Cls. A hr. $350, min. 
$15, ID $37. 50. Donald M. a Jr., v.D. 


ae Hennessey, sls. 
Augusta, WRDW- TV (12) i301 Georgia Ave., 
N. Augusta. 184,100 b&w Sce: sta. Cls. AA hr. 
$350, min. $75, ID $37.50. J. W. Hicks, g.m.; 


. m. 

Columbus, WTVM (28) bay soe, 1307 First 
Ave. 86,317 b&w Sce 112 Cis. A hr. 
$300, min. » A $20. = Tiller, g.m. ; Joe 

indsor, 

Columbus, WRELLTV (4) 1350 13th Ave. 159,846 
: sta. *e. Cls. AA hr. $400, min. $80, 
$40. J. W. Woodruff Jr., p. & g.m.; George 

“Red” Jenkins, nat. sls. & prom. d. 

Macon, WMAZ-TV (13) Bankers Insurance 

yn 126,000 b&w Sce: Nielsen & CBS *c. Cis. 
A hr. $360, min. $72, ID 36. Wilton E. Cobb, 
g-m.; Frank Crowther, c.m. 

aa WROM-TV (9) Horseleg Mountain, 
Scenic Hwy., Box 473. 174,330 b&éw A 
sta. Cls. A hr. $150, ~~? 325. ID $15. Ed 
McKay, m.; Chas. 

Savannah, WSAV-TV (3) Liberty Nat. Bank 
Bldg. 150,501 b&w Sce: ARF & sta. 100 c. Cls. 
bs hr. $275, min. $55, ID $27.50. Harben Daniel, 

& g.m.; Mack Humpidge, ¢.m. 

Suvennah, WTOC-TV (11) 516 Abercorn St. 
155,102 b&w Sce: os 50 c. Cls. AA hr. $300, 
min. $60, ID $30. W. T. kee Jr., p. & g.m.; 
Ben Williams, v.p. gy 

Thomasville, WCTV ious "Tallahassee, Fla.) 


IDAHO 
Boise, KBOI-TV (2) 1007 W. Jefferson St. 
74,300 a he ARB & sta. Cls. A hr. $250, 
D $25. Westerman Whillock, p. & 


& c.m 

KIDO-TV (7) Chamb of 
Bldg. 71,347 b&w Sce: sta. Cls. A = $250, 
—_ $45, ID $20. Georgia M. Davidson, p. & 

George Ganz, sls. m 

Idaho Falls. KID-TV (3) 1335 E. 17th St. 56,785 
b&w Sce: sta. Cls. A hr. $225, min. , oe ID 
$22.50. C. wg “Rosy” Layne, g.m.; Claude 
Cain, sls. 

Lewiston, KLEW-TV (3) Satellite of KIMA-TV 
Yakima, Wash. 

Twin Falls, KLIX-TV (11) Box 432. 22,650 b&w 
Sce: ARB. Cls. A hr. $175, min. $43.75, ID 
$17.50. Cecil L. Heftel, v.p. & g.m.; Joe Gib- 
ney, st.m. 





ILLINOIS 

Champaign, WCIA (3) 509 S. Neil. 403,370 
b&w Sce: Nielsen & sta. *c. Cis. AA hr. $900, 
20 sec. $190, = $95. A. C. Meyer, p.; Guy 
Main, v.p. & sls. d. 

Chicago, WBBM-TV (2) 630 N. McClurg Court. 
2,350,100 b&w Sce: Nielsen & sta *c. Cls. A 
hr. $4,100, 20 sec. $500, ID $250. H. Leslie 
Atlass, v.p. & g.m.: George Arkedis, sls. m. 

Chicago, WBKB (7) 190 N. State St. 2,300,000 
b&w Sce: Electric Assn. Cls. A hr. $2,200. 
Sterling C. Quinlan, v.p.; Mathew E. Vier- 
acker, g.m. 

Chicago, WGN-TV (9) 441 N. Michican Ave. 
2,350,100 b&w Sce: Nielsen & sta. Cls. A hr. 
$1,800, er $375, ID $187.50. Ward Quaal, 
vp. &g ; Theodore Weber, sls. m. 

Chicago, WNBQ (5) Merchandise Mart Plaza. 
2,350,100 b&w Sce: Nielsen & sta. 12,700 c. 
Cls. A hr. $4,000, min. $900, ID $425. Jules 


Herbuveaux, v.p -m. ; Russ Stebbins, sls. d. 


-p. & g& 

Danville, WDAN-TV “24) 1500 N. Washington 
Ave. 74,000 b&w Sce: sta. Cls. A hr. $150, 
min. $25, ID $12. Max Shaffer, st. m.; John 
D. Eckert, sls. d. 

Decatur, WTVP (17) P.O. Box 168. 


190,000 





Ernest Lewis, (left) is the new na- 
tional sales manager of WBRE-TV 
Wilkes-Barre, and Phil A. O'Neill, 
(right) is new regional sales man- 
ager. Before his appointment to the 
new post Mr. Lewis was regional sales 
manager for the station. 


b&w Sce: Nielsen & sta. Cls. A hr. $350, min. 
$70, ID $35. Robert G. Wright, st. m.; Ben K 


West, c.m. 
WSIL-TV (22) The Television 
1 W. Poplar St. 34, = b&w Sce: sta. 
_ A _ $150, min. $30. O. L. Turner, st. 


La. Salle, WEEQ-TV (35) Oct. 1957 

Peoria, WEEK-1'V (43) Commercial Nat’! Bank 
Bldg., rm. 319. 244,420 b&w Sce: sta. 1,137 
ce. Cls. A hr. $425, min. $85, ID $42.50. Fred 
C. Mueller, g.m.; William J. Flynn, c.m. 

Peoria, WTVH (19) ae a Madison Ave. zs. 000 
b&w Sce: SRDS & ARF. 1,000 c. Cls. AA hr. 
$550, min. $110, ID us. Harold Ve Phillips, 
g-m.; William P. Pipher, sls. m. 

@une. KHQA-TV (see Hannibal, Mo.) 

Quincy, WGEM-TV (10) —< Quincy. 175,000 
b&w Sce: sta. 350 e. Cls. A h r. $350, min. $60, 
=) $30. Joe Bonansinga, g.m.; J. Ben Stewart, 


Rockford, WREX-TV (13) Auburn & Winnebago 
Rds. Re 004 b&w Sce: ors 500 c. Cis. 
- ry $450, min. $90, ID h OAS. . M. Baisch, 

. J. > sls. 

Reiford. “WTVO 39) N. Meridian Rd. 140,000 
b&w Sce: sta. = Cls. A hr. $300, min. 
$60, ID $30. Harold Froelich, g.m.; Edward 
Ruppe, sls. m. 

Rock Island, WHBF-TV (4) Telco Bldg., 231 
18 St. 327,166 b&w Sce: RETMA & CBS. 1,174 
ec. Cls. AA hr. $800, 20 sec. $200, ID $100. 
Leslie C. Johnson, v.p. g-m.; Maurice Cor- 
ken, asst. g.m. & sls. d. 

Springfield, wics (20) 523 E. Capitol Ave. 
107,429 b&w Sce: Pulse & sta. Cls. A hr. $250, 
min. $50, ID $25. Milton D. Friedland, ¢.m.; 
Warren R. King, c.m. 


INDIANA 
Anderson, WCBC-TV (61) Sept. 1957 
Bloomington, WTTV (4) State Fair grounds, 
Indianapolis. 667,881 b&w Sce: RETMA. Cls. 
A hr. $1,000, min. $180, ID $90. Frank Willis, 


nat. sls. m. 

Elkhart WSJV-TV (52) 3600 Oakland Rd. 
215,814 b&w Sce: ARB & sta. Cls. A hr. — 
min. $60, ID $30. Paul ¢ aoe, v.p. & g.m. 
Vincent T. Doyle, nat. 

Evansville, WFIE-TV (4) “iis Mt. Auburn Rd. 
157,329 b&w Sce: sta. 254 ec. Cls. A hr. 
$350, min. $70, ID $35. E. 9 Smith, v-p. 

g.m.; Lee Browning, g. sls. m. 

pe TR Ni Ky., WEHT-TV (50) Box 
395. 153,000 b&w Sce: sta. 150 c. Cls. A hr. 
oe min. $80, ID $40. Edwin G. * Jr., 

g-m.; Howard Duncan, sis. m. 

Evanevilie WwTvw (7) 405 Carpenter St. 189,000 
b&w Sce: sta. Cls. A hr. $350, min. $70, ID 
$35. Dick Shively, m.; Bill Spillman, sls. m. 

Fort Wayne, WANE-TV (15) 2000 Lincoln 
Tower Bldg. 196,000 b&w Sce: sta. 100 c. Cls. 
AA hr. $400, min. $80, ad $40. R. Morris 
Pierce, mng.d.; John Keen sls.d. 

Fort Wayne, WKJG-TV (33) 220 E. Jefferson 
St. 181,630 b&w Sce: sta. 1,000 c. Cls. AA hr. 
$450, min. $90, ID $45. Edward G. Thoms, 
v.n. & ¢.m.; Carleton B. Evans, c.m. 

Fort Wayne, WPTA-TV (21) Oct. 1957 

indianapolis, WFBM-TV oy yr N. we 
725,285 b&w Sce: sta. 500 Cls. 

r 200, — $225, 7 ‘sis. Eldon Campbell, 
. & g.m.; Don Men 

tatiemsediin. "WISH- Tv ts) m1440 N. Meridian 
St. 725,285 b&w Sce: sta. 3,000 c. Cls. A hr. 
$1,300, min. $300, ID $150. Robert B. McCon- 
nell, v.p. Pe g.m. _ George W. Diefenderfer 

Indianapolis, WLW. a 13) Oct. 15 757 

Lafayette, WFAM-TV (59) McCarty Lane. 98,- 
000 b&w Sce: sta. 75 ec. Cls. A hr. $200, 
min. $40, ID $20. Henry Rosenthal, st. g.m.; 
Richard Long, sls. m. 

Muncie, WLBC-TV (49) Radio Center, Box 271. 
107,2F0 b&w Sce: sta. " 4 Cls. A hr. $225, 
min. $50. W. F. Craig, 

South Bend, WNDU-TV (46) Box 989. 178, 000 
b&w Sce: sta. 400 c. Cls. AA hr. $500, min. 
$100, ID $60. Bernard C. Barth, v.p. & g.m. 
William Thomas Hamilton, sls. m. 

South Bend, WSBT-TV (34) Broadcast Center, 
300 W. Jefferson Blvd. 185,000 b&w Sce. sta. 
50 c. Cls. AA hr. $500, min. $100. Neal B. 
Welch, g.m.; Will Darch, c.m. 

Terre Haute, WTHI-TV (10) 918 Ohio St. 251,- 
970 b&w Sce: Nielsen & sta. 35 c. Cls. A hr. 
$500, min. $100, ID $50. J. M. Higgins, g.m.; 
George A. Foulkes, nat. sls. m. 


IOWA 

Ames, WOI-TV (5) Service Bldg., Iowa State 
College Campus. 336,000 b&w Sce: sta. *c. 
Cls. A hr. $650, min. $140, ID $70. Robert C. 
Mulhall, g.m.; Don Peterson, nat. sls. m. 

Cedar Rapids, KCRG-TV (9) First Ave. at First 
St. SW. 325,977 b&w Sce: RETMA & sta. Cis. 
A hr. $425, min. $85, ID $42.50. Frank T. Nye, 

g.m.; Richard J. Butterfield, sls.m. 

Cedar Rapids, WMT-TV (2) Paramount Theatre 
Bldg. 344,380 b&w Sce: Nielsen & sta. *ce Cis. 
AA hr. $625, min. $125, ID $62.50. William B. 
Quarton, exec. v.p. & g.m.; Lewis Van 
Nostrand v.p. sls. 

Davenport, WOC-TV (6) 805 Brady St. 377,000 
o@w Sce: RETMA. 5,000 c. Cls. AA hr. $800, 
min. $200, ID $100. Ernest C. Sanders, res. m.; 
Mark Wodlinger, res. sls. m. 

Des Moines, KRNT-TV (8) KRNT Center, 9th & 


























Pleasant Sts. ¢ *e Cls. A hr. $700, min. $160, 
ID $80. Robert W. Dillon, v.p. & g.m.; Paul 


080 1100 Walnut St. 


322,000 b&w Sce: Nielsen & sta. 1,400 c. Cls. 
a i, — Lary sito. 1D $70. Paul A. Loyet, 
: Robert Harter. 


‘ sls. m. 
Ft. thy KQTV (21) Television Sq. 47,601 
b&w Sce: sta. Cls. A hr. $150, min. $40, 
» $20. Edward Breen, p. & g.m.; Rollie Camp, 


m. 
ua City, KGLO-TV (3) 2nd & Pennsylvania. 
127,780 b&w Sce: Nielsen & sta. Cls. A hr. 
$350, min. $70, ID $35. Herbert R. Ohrt, exec. 
v.p. & g.m.; Lloyd Loers, sls. m. 
Ottumwa. KTVO (see Kirksville, Mo.) 
«* 10th 


Sioux City, KTIV a 
238,296 b&w Sce: 500 c«. Cls. A hr. 
$350, min. $75, iD ‘337. 50. Dietrich Dirks, 
p. & g.m.; L. L. McCurnin, sls. m 

Sioux City, KVTV (9) 7th & bensten Sts. 
179,721 b&w Sce: sta. 350 c. Cls. A hr. 
$350, min. $75. Donald D. Sullivan, g.m.; 


Robert B. Donovan, ¢.m. 

Waterloo, KWWL-TV (7) Hotel Russell Lam- 
son. 324,866 Sce: RETMA. 500 c. Cls. AA hr. 
$625, min. $12", ID $62.50. R. J. McElroy, 
g-m.; James S. Dugan, nat. sls. m. 


KANSAS 
Ensign, KTVC (6) Oct. 1957 
Garden City, KGLD-TI" (11) Nov. 1957 
Goodland, KWGB-TV (10) Oct. 1957 


Great Bend, KCKT (2) Box 182, 4 miles N. on 
Hwy. 281. 184,622 b&w Sce: sta. 2,000 c. 
Cls. A hr. $250, min. $50, ID $25. Victor E. 
Baum, mng. d.; E. L. Kuhlman, opertns. m. 


& sis. m. 

Pittsburg, KOAM-TV (7) Box 603. 161,851 b&w 
Sce: sta. Cls. A hr. $306, min. $60, ID $30. 
R. E. Wade, g.m. & sls. m. 

Topeka, WIBW-TV (13) Box 119. 189,000 b&w 
See: Electric Assoc. of K. C. 729 c. Cls. A hr. 
—_. min. $110, ID $55. Thad M. Sandstrom, 

Ray Senate, sls. coordinator. 

Wichita, KAKE-TV (10) 1500 N. West. 265,395 
b&w Sce; sta. Cls. A hr. $600, min. $135, ID 
$68. Martin Umansky, v.p. & g.m.; Donivan 
D. Waldron, nat. sls. m. 

Wichita. KARD-TV (3) 833 N. Main. 265,430 
b&w Sce: sta. 2,000 c. Cls. AA hr. $650, min. 
$150, ID $75. Wm. J. Moyer, exec. v.p. & g.m.; 
Don Sbarra, v.p. & sls. m. 

Wichita-Hutchinson, KTVH (12) 1800 N. 
Hutchinson. 261,500 b&w Sce: sta. 
Cls. AA hr. $575, min. $135, ID $67.50. Howard 
oO. na ta g-m.; E. W. “Ernie” Dallier, 
g. sls. m 


KENTUCKY 

Henderson, WEHT (see Evansville, Ind.) 

Lexington, WLEX-TV (18) 134 N. Limestone 
St. + Cls. A hr. $218.50, min. $35. 65 ID $21.85. 
Earl L. Boyles, exec. v.p. & g.m.; Jim Pen- 
nock, sls. m. 

Louisville, WAVE-TV (3) 334 E. Broadway. 
527,170 b&w Sce: Nielsen & sta. 12,000 c. Cls. 
A hr. $1,025, min. $230, ID — Nathan Lord, 


v.p. & m.; Ralph a 5 ¢.m. 
Louisville, ‘WHAS-TV (11) 528 W. Broadway. 
Cls. A hr. $1,000, min. $200, ID $100. Vic- 


tor A. Sholis, v.p. & d.; 


d. 

Paducah, WPSD-TV (6) 
Box 1037. 160,000 b&w Sce. sta. Cls. A hr. $400, 
min. $*0, ID $40. E. J. Paxton Jr., v.p. & g.m. 
Sam Livingston, asst. g.m. in chg. sls. 


Albert J. Gillen, sls. 


100 Television Lane, 


LOUISIANA 

Alexandria, KALB-TV (5) 6th & Washington 
Sts. 126,400 b&w Sce: sta. Cls. A hr. = 
min. $50, ID $25. let yr L. Cobb, g.m. 
Marvin Reuben. nat. sls. 

Baton Rouge, WAFB-TV (28). “929 Government 
St. ”104, 000 b&w Sce: sta. Cls. A hr. $250, min. 
$50, ID $25. Tom E. Gibbens, p. & g.m.; Mer- 


¢.m. 

WBRZ (2) 1650 Hiehland Rd. 

229,100 b&w Sce: Nielsen & sta. 500 . Cls. A 

hr. $300, min. $65, —? — 50. John H. Bone, 
g.m.; Guy Corley, g. 

Lalepiitn, KLFY-TV Fie) ‘t301 Oak Ave. 185,837 
b&w Sce: SRDS 2,698 c. Cls. A hr. a min. 
$50, ID $25. sa Hamm, g.m.; Quitman 
Henley, tv sls. 

Lake Charles, KPLC-TV (7) Fe! Division St. 
174,790 b&w Sce: sta. Cis. A hr. $250, min. 
$50, ID $25. Pelham Mills Jr., g. m.; Art 
Reuben, sls. m 

Lake Charles, KTAG-TV (25) 645 15th St., Box 
173. 62,167 b&w Sce: sta. Cls. A hr. "$150, 
min. $25, ID $12.50. Raymond 1 g.m. ; 
Harper Clarke, asst. m. & sls. 

Monroe. KNOE-TV (8) KNOE Rd. Box 1713. 
300,000 b&w Sce: sta. 100 c. Cls. AA hr. $400, 
min. $80, ID $40. Paul H. Goldman, v.p. & 
g-m.; Jack Ansell Jr., tv sls. & prom. d. 

New Orleans, WDSU-TV (6) £20 Royal St. 
429,313 b&w Sce: sta. 1,500 c. Cls. A hr. 
900, min. ot ID $85. Robert D. Swezey, 
exec. v.p. & g.m.; A. Louis Read, v.p. & c.m 

New Orleans, ‘WIMR- TV (20) 1500 Sonat St. 
175,000 b&w Sce: sta. 500 c. Cls. A hr. $450 
min. $60. ID $40. George A. Mayoral, v.p. & 
g.m.: Paul Reville, sls. & em. 

New Orleans, WWL-TV (4) Fall ’57 

Shreveport. KSLA-TV (12) P.O. Box 92, Wash- 
ington Youree Hotel. 215,000 Sce: sta. *c. Cls. 





E. L. Smith has been made 
general manager of KOVR 
Stockton by Terry H. Lee, general man- 
ager of the station. Paul A. Lerew was 
made local sales manager and Henry 
E. Freitas sales promotion manager at 
the same time. Mr. Smith was formerly 
with Edward Petry & Co., station rep- 
resentatives. 


(Ned) 
sales 


A od _ ——. sie, ID . Winston B. 
Lin ne Fiett, sls. 

PR Pay ETBS TV @) 3i2 E. "Vness Hwy. 
301,610 b&w Sce: RETMA & sta. 600 c. Cls. A 
hr. $400, min. $100, ID $50. Patrick J. White, 
st. m.; Joe B. Foster, c.m. 


MAINE 


Bangor, WABI-TV (6) 55 State St. 107,000 b&w 
Sce: sta. 100 c. Cls. A hr. $300, ID $35. Leon 
P. Gorman Joes v.p. & g.m.; Robert McCaus- 


land sls. 
Bangor, W-TWO . 7 Main St. 110, ~ > b&éw 
ce: sta. Cls. . $300, min. $60, ID $30. 

Murray ae o. & 
coux, v-p. & bus. m. 

Poland Spring, WMTW (8) Riccar Inn. 288,000 
b&w Sce: Nielsen. Cls. hr. $400, min. $80, 
ID $40. John H. pans Jr., vp. & 
ter Knighi, rznl. sls. 

Portland, WCSH-TV (6) “157 High St. 210,000 
b&w Sce: Nielsen & sta. 300 c. Cls. A hr. 
$500, min. $100, ID $50. William H. Rines, 
mng. d.; Jack S. Atwood, tv. st. m. 

Portland, WGAN-TV (13) 390 Congress St. 
185,000 b&w Sce: sta. 100 c., Cls. A_ hr. 
_ min, $60, ID $30. Creighton E. Gatchell, 

& g.m.: Richard E. Bates, sls. m 

Pocsune Isle, WAGM-TV (®) 489 Main St. 20,000 
b&w Sce: sta. Cls. . $150, min. $30, ID 
— Harold D. Glidden ‘ome Forrest Craig, 
sls. m. 


g.m. ; Redviph Mar- 


g-m.; Car- 


MARYLAND 

Baltimore, WJZ-TV (13) Television Hill. 734,134 
b&w Sce: sta. Cls. AA hr. $1,275, min. $250, 
ID 9g Larry H. Israel, g.m.; Pel Schmidt, 
loc. sls. m. 

Baltimore, WBAL-TV (11) 2610 N. Charles St. 
741,543 b&w Sce: sta. 650 c. Cls. A hr. $1,500, 
min. $350, ID $175. Leslie H. Peard Jr. v.p. & 
st. m.; Willis K. Freiert, asst. st. m. & sls. m. 

Baltimore, binge ail A et W. Redwood St. 
745,727 b&w_ Sce: 2,417 c. Cls. A hr. 

$1. 600, min. me. 1D bu E. K. Jett, v.p. & 


> E. A. sls. 

Sellabars, WROC TV (a6) Radio-Tv Park, 57,- 
110 b&w Sce: sta. Cls. A hr. $200, min. $37.50, 
ID $20. Charles J. Truitt, v.p., g.m. & nat. sls. 
m.; H. Wendell Henry, loc. sls. m. 


MASSACHUSETTS 

Adams, WCDC (19) Len Lavendol, res. m. Satel- 
lite of WCDA Albany, N. Y. 

Boston, WBZ-TV (4) 1170 Soldiers Field Rd. 
1,507,149 b&w Sce: ARF & sta. 64 c. Cls. AA 
a $2,400, 20 sec. $590, ID $295. F. A. Tooke, 

; James E. Allen, sls. m. 
Bosion. WNAC-TYV (7) 21 ~w any Ave. 1,458,- 
00 b&w Sce: sta. *c. Cls. A hr. $2,200, min. 
$380, ID $170. Norman Knight, exec. v.p. & 
== , se H. Bateson, sls. serv. & nat. 
sls. 

Boston, WMUR-TV (see Manchester. N.H.) 

Greenfield, WRLP (32) Box 32, Northfield Wal- 
lace I. Green, st. m. Rime 4 Z Renison, sls. m. 
Satellite of WWLP Spri eld. 

Ss a WHYN TV (55) sae Liber- 
ty. 2F0,000 b&w Sce: ARB & 572 c. 
Cis. A hr. $600, min. $140, ID $60. , wa N. 
DeRose, g.m.; Patrick J. Montague, sls. m. 


Springfield, WWLP (22) Box 2210. 250,000 
b&w Sce: sta. 627 c. Cls. AA hr. $600, min. 
$140, ID $60. William L. Putnam, g.m. & 


treas.; James H. Ferguson Jr. sls. m. 


MICHIGAN 

Ann Arbor, WPAG-TV qa) Hutzel Bidg. 31,000 
b&w Sce: sta. Cls. A hr. $150, min. $30, ID 
$15. Edward F. Baughn, che & g.m.; Kenneth 
MacDonald, sls. m. 

Bay City, WNEM-TV (5) 814 Adams. 580,536 

w Sce: RETMA 3,500 c. Cis. A hr. $680, 
in. $135, ID $67.50. er 4 E. Travis, v.p. & 
st. m. John J. Keena m. 

Cadillac, WWTV (13) 417 N. Mitchell St. 388, me 
b&w Sce: sta. Cls. A hr. $350, min. $70, 
$35. Gene Ellerman, v.p., ¢.m. & sls. m.; LW 
Sebastian, asst. g.m. & prom. m. 

Detroit, CKLW-TV (9) 3300 Guardian Bldg. 
1,596,000 b&w Sce: sta. Cls. A hr. $1,200, min. 
$240, ID $95. J. E. Compan, p. & g.m.; 
Norman Hawkins, nat. sis. 

Detroit, WJBK-TV (2) 7441 Second Blvd. 1,700,- 
000 b&w Sce: Nielsen & sta. 5,000 c. Cls. A 
hr. $2,600. min. $850, ID $325. Bill Michaels, 
vp. & mng. d.; Keith T. McKenney, loc. sls. 


m. 

Detroit, WWJ-TV (4) 622 W. Lafayette. 1,620,000 
b&w Sce: sta. 5,300 c. Cis. A hr. $2,400, min. 
$600, ID $300. Edwin K. Wheeler, g.m.; Don 


DeGroot, asst. g.m. 
ey WXYZ-TV (7) 28 W. Adams. 1,610,- 
w Sce: Nielsen & sta. Cls. AA hr. 2,200, 
po ob '$550, ID $220. James G. Riddell, p.&g.m. ; 
Ralph Dawson, tv sls. d. 
_— 7) 7JIRT (12) Nov. 1957 
Grand Rapids, WOOD-TV (8) 120 College Ave. 
a 575,961 b&w Sce: Nielsen & RETMA 500 
Cis. A hr. $1,175, min. $200, ID $100. 
Willard Schroeder, p. & g.m.; Arthur Swift, 


g-sls. 

er wl WKZO-TV (3) 124 W. Michigan. 
690,590 b&w Sce: Nielsen & sta. *c. Cis. A 
hr. $1,150, min. $230, ID $115. Carl E. Lee, 
v.p. & mng. d.; Donald W. DeSmit, Jr., sls. m. 

Lansing, WJIM-TV (6) 2820 E. Saginaw. 452,000 
b&w Sce: sta. 450 c. Cis. A hr. $900, min. $180, 
ID $90. Harold F. Goons. p. & g.m.; Gar 
Meadowcroft, g. sls. 

Lansing, WTOM-TV (54) 407% N. Washington 
Ave. 69,700 b&w Sce: sta. L. G. Christian, 
g-m.; Leonard P. Frankel, sls. m. 

Marquette, WDMJ-TV (6) 249 W. Washington 


St. 60,000 b&w Sce: sta. One hr. ~;. min. 
$30, ID $15. W. = Treloar, g.m.; Robert 
Lake, st. & 


sls. 
WKNX- Vv. "(57) 221 S. Washington 
» : sta. 150 c. Cls. A hr. 
—. —_ $75, ID $37.50. William J. Edwards, 
& Robert M. Chandler, c¢.m. 
Suavemne City, WPBN-TV (7) 314 Front St. 66,- 
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499 béw ce. Cls. A hr. $140, min. 
$26.50, 1D $1 $14. 30. ” Robert E. Detwiler, m. 
MINNESOTA 


Austin, KMMT-TV (6) 218 Bradley Bldg., 10 E. 
Superior St. 116,500 b&w Sce: sta. Cis. A hr. 
$200, min. $20, ID $18. Gene Loffier, m.; Don 
Jones, sls. 

Duluth, KDAL-TV (3) 10 a Saqesier St. 134,- 
790 b&w Sce: sta. Cls. hr. $450, min. 
$101.25, ID $45. Odin Rameland, v.p. & c.m. 

Duluth-Superior, Wis., WDSM-TV (6) 230 E. 
Superior St. Duluth. 136,100 b&w Sce: 
RETMA. 330 c. Cls. A hr. $400, min, $80, 
—{ $40. C. D. Tully, g.m.; Tom Gavin, g. sls. 


Minneapolis, KMGM-TV (9) Foshay Tower. 7. ~ 
Sce: sta. Cls. AA hr. $1,500, 
$225, ID $112. 50. Seymour Weintraub, p. & 


Minneapolis-St. Paul, KSTP-TV (5) 3415 Uni- 
versity Ave., St. Paul. 615,000 b&w Sce: sta. 
200 c. Cls. A hr. $1,000, min. $250, ID $125. 
Stanley E. Hubbard, p. & g.m.; Marvin Rosene, 


g-. sls. m. 

Minneapolis, WCCO-TV (4) 50 S. 9 St. 691,900 
b&w Sce: sta. 400 c. Cls. A hr. $1,600, min. 
$400, ID $160. F. Van Konynenburg, exec. 
v.p.; Robert N. Ekstrum, sis. m. 

Minneapolis, WTCN-TV (11) 2925 Dean Blvd. 
553,610 b&w Sce: Nielsen & sta. Cls. A hr. 
$900, min. $170, ID $85. Phil Hoffman, v.p. & 

g.m.; James R. Hoel, tv sls. m. 

pe wet Big KROC-TV (10) 100 Ist Ave. Bldg. 
144,440 b&w Sce: Nielsen & sta. 200 c. Cls. A 
hr. $250, min. $50, ID $25. Willard Lampman, 
st. m.; Will Jackson, sis. m. 


MISSISSIPPI 

Columbus, WCBI-TV (4) Gilmer Hotel. 65,782 
b&w Sce: ARB & sta. Cls. A hr. $180, min. 
$35, ID $15. P. B. Hinman, st. m.; W. W. 
Whitfield, sls. m. 

Hattiesburg, WDAM-TV (9) Hiway 11, N. 78,- 
200 b&w Sce: sta. 251 ec. Cls. A hr. $175, 
min. $35, ID $17.: 0. mete Reuben, v.p. & 

g.m.; Jerry Keith, sls. 

prt wat A WJTV (12) ‘Box 8187. 220,000 b&w 
Sce: sta. Cls. A hr. $300, min. $60, ID $30. 
Owens F. Alexander, st. m. & nat. sls. m.; 
Bill Carlier, loc. sls. m. 

Jackson, WLBT (3) 1825 Peachtree. 220,000 
b&w Sce: Nielsen & sta. 325 c. Cls. A hr. $368, 
min. $80, ID $40. Fred L. Beard, m.; Frank 


Gentry, c.m. 

Meridian, WTOK-TV (11) Southern Bldg., Box 
1771. 94,000 b&w Sce: sta. *e. Cls. A hr. 
$275, min. $55, ID $27.50. Robert F. om Pp. 
& g.m. W. B. Crooks Jr., v.p. & ¢ 

Tupelo, WTWV (9) _—_ Springs Ra. 26,215 
b&w Sce: sta. Cls. hr. $150, min. $30, ID 
$18. Frank K. Spain, 4 & g.m. 


MISSOURI 

Cape Girardeau. KFVS-TV (12) 324 Broadway. 
167,674 b&w Sce: sta. 150 c. Cls. AA hr. $600, 
=. $125. Robert O. Hirsch, st. m.; Jack 

Ramey, sls. m. 

Columbia, KOMU-TV (8) Highway 3 South. 
102,481 b&w Sce: sta. Cls. A hr. $200, min. 
$40, ID $20. Edward C. Lambert, g.m.; John 

- Conwell, c.m. 

Hannibal, KHQA-TV (7) W.C.U. Bldg., Quincy, 

~ 174,880 b&w Sce: Nielsen & sta. 124 c. Cls 

hr. $350, min. $70, ID ey Walter J. Roths- 
Sail: g-m. - Laas sls. m.; Merritt Milligan, 
asst. m. & p 

Jefferson City, "KRCG- TV (13) Callaway ong 
Farms, Hwy. 54 N. 113,780 b&w Sce: 

Cls. A =. ome. min. $40, ID $20. Robert 
Blosse: m Maxwell, sls.m 
“>. KODETV. “%2) 1328 W. 13th. 136,547 
See: sta. 50c. Cls. A hr. $300, min. 
$67.5 50, ID $30. Harry D. Burke, v.p. & g.m.; 
D. T. Knight, sls.m. 

Kansas City, KCMO-TV (5) 125 E. 31st St. 
oy b&w Sce: Nielsen, 2,700 c. Cls. AA hr. 

ey min. $300, ID $150. E. K. Hartenbower, 


; S. B. Tremble, ¢.m 

Ronee City, KMBC-TV (9) KMBC bidg., llth & 
Central. 494,323 b&w Sce: sta. 110 c. Cls. A 
% hr. $480, min. = ID $80. John T. 
Schilling, v.p. & g.m.; George J. Higgins, 
v.p. & sis.m. 

Kansas City, WDAF-TV (4) 3030 Srmmit St. 
659,930 b&w Sce: Electric Assn. of K.C. 2,077 
ce. Cls. A hr. $1,060, min. $212, ID $106. 
— A. Bates, st.m.; E. Manne Russo, 


sls. 

Kirksville, KTVO (3) 209 E. 2nd St., Ottumwa, 
Ia. 222,954 b&w Sce: sta. Cls. A hr. $300, 
min. $60, ID $30. Berg Allison, st.m.; Elmer 
Smith, c.m. 

St. Josevh. KFFQ-TV (2) 40th & Faraon Sts. 
195,931 b&w Sce: Electric Assn. of Kansas 
City. Cls. AA hr. — min. $80, ID $40. Glenn 
G. Griswold, g.m Wayne Beavers, c.m 

St. Leuis, KSD-TV oy 1111 Olive St. 967, 000 
b&w Sce: sta. *c. Cls. A hr. $1,200, min. 
$300, ID $150. George M. Burbach, st. m. 
Guy E. Yeldell, sls.m 

St. Louis, KTVI (2) 5915 Berthold Ave. 967,002 
b&w Sce: sta. Cis. hr. $1,000, min. $250, 
ID $125. * J. Bernard, v.p. & g.m.; John 
te sls. 

Louis, KWKE-TV (4) 1215 Cole St. ¢ * Cls. A 
te $1,500, min. $230, ID $165. Robert T. 
Convey, p. & g.m.; V. E. Carmichael, v.p. & 
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sls.d. 

KDRO-TV (6) 2100 W. Broadway. 57,- 
000 b&w Sce: - Hr. $200, min. $30. Le 
Chapman, g.m.; Harry Trotman, sls.m. 

Soringfield, KTTS-TV_ (10) Box sven, Sss. 
111,188 b&w Sce: ARF & sta. 258 Cls. A 
hr. $325, “. a 25, ID $32.50. G. “Pearson 
Ward, v.p. 

Springfield, KETV ™3) 999 W. Sunshine. 114,914 
b&w Sce: sta. 200 c. Cls. r. $325, min. 
$81.25, ID $40.65. R. L. Stufflebam co-m. & 
¢.m. ; ‘Carl Fox, co-m. 


MONTANA 

Billings, KOOK-TV (2) Box 2557. 40,000 b&w 
Sce: Nielsen & sta. Cls. A hr. $200, min. $45, 
ID $22.50. V. V. Clark, exec. v.p. & g.m.; 
John H. Conner, c.m. 

Butte, KXLF-TV (4) 1003 S. ley 50,380 
b&w Sce: ARB & sta. Cls. A hr. $200, min. 
oe. ID $20. E. B. Craney, st.m.; Arne Anzjon, 
sls.m. 

Glendive, KXGN-TV (5) Oct. 1957 

Great Falls, KFBB-TV (5) Box 1139. 32, - 
b&w Sce: sta. Cls. AA hr. $200, min. $40, 
$20. J. - ) ea p. & g.m.; W. C. ah 
ette, st 

Kaispell, KGEZ-TV “(9) Box 439. Cls. A hr. $125, 
min. $20, ID $10. eee &. Vick, v.p. & g.m.; 
Robert s. Bennett, 

Missoula, KMSO-TV “i3) 340 W. Main. 37, — 
b&w Sce: sta. Cls. A hr. $150, min. $30, 
os. A. J. Mosby, p.; S. John Schile, g.m. ¥ 
sls.m. 


NEBRASKA 

Hastings, apagev us Box 476, 105,594 b&w 
Sce: sta. Cis. A hr. $250, min. $43.75, ID 
$21.88. ln L. ange g-m.; Harry H. 
Packard, sls. & opertns. 

Hayes Center, KHPL-TV 6) — Satellite of 
KHOL-TV Kearne 

Kearney, KHOL-TV. a3) 414 E. Ave., Holdrege. 
119,000 b&w Sce: sta. 50 c. Cls. A hr. $300, 
min. $60, ID $30. Jack Gilbert, st. m. & sls. m. 

Lincoln, KOLN-TV (10) 40 & W. 218,489 
béw ee RETMA. Cls. A hr. $350, min. $70, 
ID $35. A. James Ebel, v.p. & g.m.; Lester C 
Rau, sls. m. 

Omaha, KETV (7) Oct. ’57 

Omaha, KMTV (3) 2615 Farnam St. 412,250 
b&w Sce: Nielsen & sta. 2,500 c. Cls. A hr. 
= min. $225, ID a Owen Saddler, exec. 

& g.m.; Arden E. Swisher, g. sls. m. 

@ushe, WOW-TV (6) Insurance Bldg. 422,000 
b&w Sce: sta. *c. Cls. A hr. $735, min. $170, 
aang a 2 P. Fogarty, v.p. & g.m.; Fred 

Scottsbluff, KSTF. * (10) Satellite of KFBC-TV 
Cheyenne, Wyo. 


NEVADA 

Las Vegas, KLRJ-TV (2) 4850 Henderson Hwy. 
33,000 b&w Sce: sta. $150 c. Cls. A hr. $225, 
min. $45, ID $22.50. William D. Stiles, g.m.; 
Allen W. Dunn, nat. sls. m. 

Las Vegas, KLAS-TV (8) Wilbur Clark’s Desert 
Inn. 32,500 b&w Sce: sta. Cls. A hr. $250, 
min. $50, ID $25. Marian Y. Komar, g.m. & 
nat. sls.m.; Alex Gold, loc. sls. m. 

Las Vegas, KSHO-TV (13) Fremont Hotel. Ira 
Laufer, g.m.; Bob Gardner, sls.m. 

Reno, KOLO-TV (8) 770 E. Fifth. 55,129 b&w 
Sce: ARF & sta. Cls. A hr. $300, min. $60, 
= be my Harry Huey, g.m.; Lee D. Hirshland, 
oc. sis.m. 


NEW HAMPSHIRE 


Manchester, WMUR-TV (9) 1819 N. Elm St. 
1,127,959, b&w Sce: sta. Cls. A hr. $700, min. 





Ronald R. Ross is the general manager 
of weta Ft. Wayne. He was formerly 
public service and production director 
of wowo for 10 years. wPTA is sched- 
uled to go on the air at the end of 
September. 


=e, _ $70. Norman A. Gittleson, exec. v.p. 
Gordon Moore, nat. sis.m. 
ue Washington, WMTW (see Poland Spring, 
Me.) 


NEW JERSEY 
Newark-New York, N.Y., WATV (13) 515 Madi- 
son Ave., N.Y. 4, 730, 000 b&w Sce: sta. Cls. A 
hr. $1, 500, min. $300, ID $150. Irving “R. 
Rosenhaus, p. & g.m.; Edward Cossman, g. 
sls. m. 


NEW MEXICO 

Albuquerque, KGGM-TV (13) 1414 Coal Ave. 
SW. 116,692 b&w Sce: sta. 250 c. Cls. A hr. 
$400, min. $60, ID $30. A. R. Hebenstreit, p. 
& g.m.; Ralph C. Rhoads, sls. & asst. m. 

Albaguesene, KOAT-TV (7) 122 Tulane Dr. SE. 
100,000 b&w Sce: sta. Cls. A hr. $250, min. 
$35, ID $15. Walter J. Stiles, oo v.p. & st.m. ; 
Clinton D. McKinnon, p. & ¢ 

Albuquerque, KOB-TV (4) 1430 “Coal Ave. SW. 
132,230 b&w Sce: sta. 200 c. Cls. A hr. $410, 
min. $85, ID, $45; George S. Johnson, g-m.; 
Rolf S. Nielsen, sis. m. 

Carlsbad, KAVE-TV (6) 2907 W. Church St. 
35,000 b&w Sce: sta. Cls. A hr. $150, min. $30, 
ID $20. John a Battison, g.m. & sls.m.; Don 
Husted, asst. 

Clovis, KICA- Tv m2) 1000 Sycamore St., Box 
111. 25,000 b&w Sce: sta. Cls. A hr. $150, min. 
$30. ‘ID $15, Robert L. Sander, st.m.; Jim 
Richardson, slsm 

Roswell, KSWS-TV (8) 1717 W. 2nd St. 72,215 
b&w Sce: ARB & RETMA 215 ec. Cls. A hr. 
$250, min. $50, ID $25. — A. Barnett, o. & 
g.m.; Paul B. McEvoy, sls. 

Santa Fe, KVIT (2) Oct 1957 


NEW YORK 
Albany, WCDA (41) Box 4100. 225,000 b&w sce: 
sta. Cls. A hr. $625, min. $130, ID $65. 
be S. Murphy, g.m.; William Lewis, 


— “WTRI (35) Box 4035. 225,000 b&w Sce: 
sta. Cls. A hr. $400, min. $75, BD $37.50. Wil- 
liam A. Riple, g.m.; Dom Tovino, sls. m. 

Binghamton, WNBF-TV (12) 1 Henry St. 385,- 
000 b&w Sce: sta. *e. Cls. AA hr. $1,000, min. 
$225, ID $100. George R. Dunham, g.m.; An- 
drew G. Hubbell, g. sls. m. 

Binghamton, WINR-TV (40) Oct. ’57 

Buffalo, WBEN-TV (4) Hotel Statler. 606,540 
b&w Sce: sta. 239 c. Cls. A hr. $1,050, min. 
ses, ID $95. George R. Torge, st. m. Nicholas 


. Malter, sls. m. 

Buffalo, WBUF (17) 2077 Elmwood Ave. 226,900 
b&w Sce: ARB Cls. AA hr. $650, 20 sec. $110, 
ID $50. Charles C. Bevis Jr., g.m.; William 
B. Decker, sls. m. 

Buffalo, WGR-TV (2) 184 Barton St. 599,686 
U.S. b&w, 672,485, age ag b&w Sce: Niagara 
Mohawk Power Corp. RETMA of Canada. 
Cls. A hr. $880, min. $155, ID $80. Van Beuren 
De Vries, st. m.; G. Paschall Swift, sls. & 


prom. m. 
Carthage-Watertown, WCNY-TV (7) Box 211, 
Watertown. 79,991 b&w Sce: sta. Cls. A hr. 
$200, min. $40. ID $20. James W. S aeeaapni tv 

d.; Alfred M. Tauroney, nat. sls. 

Elmira, WSYE-TV (18) 46,576 baw Satellite of 
WSYR-TV Syracuse. 

oe WCDB (29) Satellite of WCDA Al- 
any. 

New York, WABC-TV (7) 7 W. 66th St. 4,800, 
000 b&w Sce: sta. Cls. A hr. $4,150, min. 
$825. ID $470. Robert L. Stone, v.p. & g.m.; 
Joseph Stamler, sls. m. 

New York, WABD (5) Du Mont Television Cen- 
ter, 205 E. 67th St. 4,800,000 b&w Sce: sta. 
Cls. A hr. $3,000, min. $300, ID $120. Ben- 
net H. Korn, v.p. st. m. & sls. m. 

New York, WATV (see Newark) 

New York WCBS-TV (2) 485 Madison Ave. 
4,745,000 b&w Sce: sta. 3,000 c. Cls. A hr. 
$7,500, min. $1,500, ID $7F0. Sam Cook 
Digges, g.m.; Frank Shakespeare, g. sls. m. 

New York, WOR-TV (9) 1440 Broadway. 4,730,- 
600 b&w Sce: sta. Cls. A hr. $2,000 min. $500, 
ID $200. Gordon Gray, exec. v.p. & g.m.; Wil- 
liam P. Dix Jr., sls. m. 

New York, WPIX (11) 220 E. 42nd St. 4,700,000 
b&w Sce: NBC. Cls. A hr. $2,000, min. $500, 
ID $175. Fred M. h sccamesnes v.p. & g.m.; John 
A. Patterson, sls. 

New York. WRCA- TV (4) RCA Bidg. 30 Rocke- 
feller Plaza. 4,765,000 b&w Sce: sta. 25,000 c. 
Cls. AAA hr. $9,200, 20 sec. $2,300, ID $1,150. 
William N. Davidson, g.m.; Jay J. Heitin, 


sls. d. 

Plattsburgh, WPTZ (5) 357 Cornelia St. 1~0.000 
U.S. b&w. 350.000 Canada b&w Sce: sta. Cls. 
A hr. $400, min. $80, ID $40. George Baren 
Bregge, g.m. Ibert La France, loc. sls. m. 

Rochester. WHEC- TV (10) 40 Franklin St. 327,- 
000 U.S. b&w, 31,500 Canada b&w Sce: sta. 
400 c. Cls. A hr. $700, min. $140. C. Glover 
ig “eA v.p. & g.m.; Le Moine C. Wheeler, 
g. 5s 

Rochester, WROC-TV (5) 201 Humboldt St. 
307,750 b&w Sce: Nielsen & sta. 400 c. Cls. A 
hr. $700, >. $175, ID $87.50. Gunnar O. 
Wiig, g.m.; Armin N. Bender. sls. m. 

Rochester, WVET-TV (10) 17 S. Clinton Ave. 
327,000 U.S. b&w, 31,500 Canada b&w Sce: 
Ervin F. Lyke, p. & g.m.; Arthur Murrell- 
wright, ¢. sls. m. 








re 
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Schenectady, WRGS (6) Washington Ave. 510,- 
000 b&w Sce: sta. 250 c. Cls. A hr. $1,100, 
min. $200, ID es wapmens W. Welpott, m.; 
Robert F. Reid, s' 

Syracuse, WHEN-TV my 101 maga St. 400,000 
b&w Sce: sta. Cis. A hr. $1,000, min. 
$250, ID $125. Paul Adanti. v.p. & g.m.; Fred 
Menzies, ¢.m. 

Syracuse, WSYR-TV (3) 224 Harrison St. 479,- 
950b&w Sce: Nielsen & sta. *c. Cls. A hr. $900, 
min. $175, ID $97.50. E. R. Vadeboncoeur, p. & 
g-m.; William R. Alford, sls. d. 

Utica, WKTV (13) Smith Hill Rd. 215,600 b&w 
Sce: sta. 200 c. Cls. A hr. $550, min. $100, ID 
$40. Michael C. Fusco, g.m. & sls m. 


NORTH CAROLINA 


ey by 4 (62) 92 Haywood St. 40,000 
w Sce & sta. Cls. A hr. $150, min. 
ra = “$15. og 4 Norman Jr., g.m. & nat. 


sls. 

Asheville, WLOS-TV (13) 288 Macon Ave., 319,- 
164 b&w Sce: sta. Cls. A hr. $450, min. $90, 
ID $45. Charles B. Britt, exec. v.p.; Henry Joe 
Britt, rgnl. sls. m. 

Charlotte, WBTV (3) 1 Jefferson Pl. 574,531 
b&w Sce: sta. 934 c. Cls. A hr. $1,000, min. 
$200, ID $100. Kenneth I. Tredwell, v.p. & 
mng. d.; Wallace J. Jorgenson, asst. m. d. 


che. sls. 

Charlette, WSOC-TV (9) 2221 N. Tryon St., 
443,900 b&w Sce: sta. 2,000 c. Cls. A hr. $900, 
= = ID $112.50. Larry Walker, p. 

. George Henderson, exec. v.p. 
pashan, CwrvD (11) 1750 Newton Rd. 319, 1 
b&w Sce: sta. Cls. A hr. $550, min. $110, 
$55. Harmon 4 Duncan, p. & g.m.; aie 

Thompson, sls. 

Fayetteville, WFLB.TV (18) 1332 Bragg Blvd., 
Box £12. 20,000 b&w Sce: sta. Cls. A hr. $150, 
min. $30, ID $20. William D. Bailey, m.; 
WwW. B. Iche, ¢.m 

Greensboro, WFMY-TV (2) Phillips Ave. at 
White St. 495,183 b&w Sce: RETMA 274 c. 
Cls. A hr. $800, min. $160, ID $80. Gaines 
Kelley, g.m., Joe E. Lake, sls m. 

Greenville, WNCT (9) Evans St. extension. 195,- 
000 b&w Sce: sta. 100 c. Cls. A hr. $400, min. 
$100, ID $40. A. Hartwell Campbell, g.m. ; John 
G. Clark Jr., c.m 

Raleigh, WNAO-TV (28) 2128 wrertere Blvd. 
140,125 b&w Sce: sta. 100 c. Cls. A hr. $325, 
min. $65, ID $32.50. G. Roger Bower, v.p. & 
g.m.; Joseph F. McGinley, loc. sls. m. 

Raleigh, WRAL-TV (5) 1117 Hillsboro St. 337,- 
503 b&w Sce: ARF. 400 c. Cls. A hr. $600, 
min. $120, ID $60. Fred aed v.p. & g.m.: 
Fletcher Turner, nat. sls. m. 

Washington, WITN (7) Highway 17 S. 202,150 
b&w Sce: sta. 300 c. Cls. A hr. $325, min. 
gs! ID $32.50. W. R. Roberson Jr., p. & g.m; 

H. Patterson, v.p. chg. sls. 

Wilmington WMFD-TV (6) 223-225 Princess St. 
Radio Bk'g. 172,000 b&w Sce: RETMA. 55 2 
Cis. A br. $350, min. $70, ID $35. R. 
aenion Jr., p. & g.m. Claud O’Shiclds = 
sls. m 

Winston-Salem. WSJS-TV (12) 419-21 N. Spruce 
St. 618,139 b&w Sce: ARF & RETMA. 600 c. 
Cis. A hr. $600, min. $125. ID $62.50. Harold 
Essex, v.p. & g.m.; Harry B. Shaw, g. sls. m 


NORTH DAKOTA 
Ts KBMB-TV (12) Frank Fitzsimonds, 
L. Hurley, v.p. chg. sls. Satellite of 

KXIETV Valley City 

Bismarck, KFYR-TV () 2001%4 Fourth St. 52,- 
900 b&w Sce: ARF’ & sta. Cls. A hr. $275, 
— $60, ID $30. William A. Ekberg, p. & 

A. L. Anderson, g. sls.m. 
pickianen, KDIX-TV (2) 119 Second Ave. W. 
29,300 b&w Sce: ARF & RETMA. Cls. A 
hr. $150, min. , 330, ID 4 Orville F. Burda, 


-m. ry, s 

Fargo, WDAY-TV (6) 207, N. Fifth. 92,679 
b&w Sce: ag 5 & sta. 350 c. Cls. AA hr. 
$450, min. $90, ID $45. Tom Barnes, ¢.m. 

Grand Forks, KNOX-TV (10) Box 1110, State 
Mill Rd. 40,000 b&w Sce: sta. Cls. A hr. 
$200, min. $40, ID $15. Robert C. Lukkason, 
nat. sls. m. 

Minot, KCJB-TV (13) 15-A W. Central Ave. 
29.000 b&w Sce: sta. Cls. A hr. $175. min. 
— John W. Boler, p. & g.m.; Chester Rietan, 


Valley City, KXJB-TV (4) 4000 W. Main St., 
Fargo. 155,000 b&w Sce. ARB & sta. 400 c. 
Cls. A Be seen, min. 7s. ID $50. John W. 
Boler, & g.m.: Wm. L. Hurley, v.p. chg. sls. 

Williston. KUMV- TV (8) Savellite of KFYR-TV 
Bismarck. 


OHIO 

Akron. WAKR-TV (49) Television Center, 853 
Copley. 174.066 b&w Sce: sta. Cls. A hr. $300. 
min. $60, ID $30. S. Bernard Berk, p.; Roger 
G. Berk, v.p. & g.m 

Cincinnati, WCPO-TV (9) 2245 Symmes St. 
850,800 b&w Sce: NARTB. Cls. A hr. $1,200, 
min. $150, ID $50. M. C. Watters, v.p. & g.m.; 
Glenn C. Miller, asst. g.m. & sls. m. 

Cincinnati, WKRC-TV (12) 8th & Broadway, 
543,524 b&w Sce: sta. 1,000 c. Cls. AA hr. 
$1,200, min. $300, ID $150. David G. Taft, 
exec. v.n. & o&.m.: Roger B. Read, g. sls. m. 

Cincinnati, WLW-T (5) 146 W. oth St. 505,110 





Peter Theg (left) former station man- 
ager of WMTv Madison has been made 
general manager it was announced 
recently by Lee Ruwitch, (right) sec- 
retary-treasurer of WMTV Inc. and 
executive vice-president and general 
manager of WMTV sister station WTVJ 
Miami. wmtv plans intensive expan- 
sion of its news department under its 
new ownership. 


b&w sons sta. 92 c. Cls. A hr. $900, | min. $100, 
ID $40. R. E. Dunville, p. & g.m.; James J 
“Steve” Crane, sls. m 

Cleveland, KYW-TV a 815 Superior Ave. NE. 
1,210,000 b&w. Sce: Nielsen & sta. 4,600 c. 
Cis, A hr. $1,100, min. $240, ID $120. Rolland 

V. Tooke, v.p. & g.m.; Albert P. Krivin, sls. m. 

Cleveland, ‘WEWS (5) Euclid at 30th 1,210,000 
b&w Sce: RETMA sta. Cis. A hr. $1,060, min. 
$350, ID $150. James C. Hanrahan, g.m.; John 
H. Foley, loc sls m 

Cleveland, WIW-TV (8) 1630 Euclid Ave. 1,- 
163,188 b&w Sce: sta. *c. Cls. AA hr. 2,000, 
min. $525, ID $263. —_ Wickham, mng. d.; 
Peter Storer, g. sls. 

Columbus, WBNS-TV (10) 33 N. . % Rag - 
700 b&w Sce: ARF & sta. Cls. hr. $780 
min. $150, ID $60. Richard A. _¥ tv. d.: 
Robert D. Thomas, sls. m. 

Columbus, WLW-C (4) 3165 Olentangy River 
Rd. 2,000 c. Cls. AA hr. $800, min. $175, 
$60. James Leonard, g.m.; Gregory Lincoln, 


sls. m. 

Columbus, WTVN-TV (6) 753 Harmon Ave. 500,- 
400 b&w Sce: sta. Cls. A hr. $563, min. $140, 
ID $56. J. W. MeGeush. g-m.; R. C. Wiegand, 
asst. g.m. & nat. sls. m. 

Dayton, WHIO- TV (7) 1414 bene - Ave. 
511,310 b&w Sce: sta. Cls. hr. $7£0, min. 
$150, ID $55. Robert H. Moody, g.m.; Walter 
E. Wolaver, c.m. 

Dayton, WLW-D (2) 4595 S. Dixie Hwy. 458,120 
b&w Sce: Nielsen & sta. *c. Cls. AA hr. $800, 
min. $175, ID $70. George Gray, g.m.; Dale A 
Smith, sls. m. 

Lima, WIMA-TV (35) 1424 Rice Ave. 176,487 
b&w Sce: sta. Cls. A hr. $200, min. $40, ID 
$20. hey W. Mack, v.p. & g.m.; J 
Spri tv sls. m. 

Steubenville. WSTV-TV (9) 428 Market St. 1,- 
045,580 b&w Sce: Nielsen. *c. Cls. A hr. $500, 
—_ $112. 50, ID $50. John J. Laux, exec. 

& g.m. : Josep h M. Troesch, asst. g.m. 

Toledo, WSPD-TV (13) 136 Huron St. 406,000 
b&w Sce: ARF & sta. 300 c. Cls. A hr. $1,000, 
min. $170, ID $85. Allen L. Haid, v.p. & 
mng. d.; Bill Ashworth, nat. sls. m. 

Youngstown, WFMJ-TV (21) 101 W. Boardman 
St. 180,304 b&w Sce: sta. 150 ¢. Cls. A hr. 
$400, min. $80, ID $40. William F. Maag Jr., 
p.; Mitchell Stanley, st. m. & sls. m. 

Youngstown, WKBN-TV (27) 3930 Sunset Blvd. 
202,581 b&w Sce: sta. 300 c. Cls. A hr. $450, 
min. $90, ID $45. W. P. Williamson Jr., p. & 
g.m.; J. L. Rowden, st. d. 

Youngstown, WKST-TV (45) Oct. 1957 

Zanesville, WHIZ-TV (18) Lind Arcade Bldg., 
N. Fth St. 51,349 b&w See: sta. Cls. A hr. 
$150, min. $30, ID $15. Allen Land, mng. d.; 
Nate Milder, sls. d 


OKLAHOMA 

Ada, KTEN (10) Box 10. 97,032 b&w Sce: sta. 
500c. Cls. A hr. $225, min. $30, ID $15. Bill 
Hoover, p. & g.m.; Brown Morris, v.p. & 
st. m. 

Ardmore. KVSO-TV (12) 114 N. Washington. 
84,000 b&w Sce: SRDS & sta. Cls. A hr. $150, 
min. $30, ID $15. Pays Easly Riesen, g.m.; 
Gordon E. Lack, 

Enid. KGEO-TV (5) 206 “E. Randolph, Box 1589 
370,000 b&w Sce: sta. Cls. A hr. $600, min. 
$120, ID $60. George Streets, st. m.; Charles 
Keys, sls. m. 

Lawton, KSWO-TV (7) 4 miles east of Lawton on 
State Hwy 7. 78,312 b&w Sce: Sta. Cis. A hr. 
$1F0, min. $30. ID $15. Emmett L. Keough, 


g.m.; Al Shore, sls. m. 

Oklahoma City, aww (9) 7400 Lincoln Blvd. 
370,757 b&w Sce: sta. 400 c. Cls. AA hr. $900, 
— $225, ID $112. Fe. Edgar T. Bell, v.p. & 

Fred L. Vance, sis.m 

Oklahoma City, WKY-TV (4) 500 E. Briton Rd. 
360,000 b&w Sce: sta. 750 c. Cis. AA hr. $950, 
min. $240, ID $120. — rw W. Welpott, m.; 
Jim Terriel, nat. sls. 

Tulsa, KOTV (6) 302 s Frankfort. 314,483 b&w 
Sce: sta. *c. Cls. AA hr. $825, min. $200, ID 
$100. J. C. Richdale Jr., v.p. & g¢.m.; George 
Stevens, c.m. 

Tulsa, KTVX (8) P. O. Box 9697. 319,312 b&w 
Sce: sta. Cls. AA hr. $600, min. $120, ID $60. 
Mike Shapiro, v.p. & mng. d.; Bill Swanson, 


¢.m. 

Tulsa, KVOO-TV (2) 3701 S. Peoria. 319,312 
b&w Sce: sta. 350 c. Cls. AA hr. $750, min. 
$175. ID $87.50. C. B. “Brownie” Akers, exec. 
v.p. & g.m.; John Devine, c.m. 


OREGON 
Eugene, KV AL-TV (13) Box 548. 94,193 b&w 
Sce: sta. ce. Cls. A hr. $225, min. $45, 


4 $23. S. W. McCready, g.m.; Phil George, 

sis. m. 

Klamath Falls, KOTI-TV (2) Box 732. 17,771 
b&w Sce: ARB&RETMA Cis. A hr. $150, 
min. $30, ID $15. Walter R. Richartz, st. m. 

Medford, KBES-TV (5) Box 1189. 40,111 b&éw 
Sce: ARB&RETMA Cis. A hr. $250, min. $50, 
ID $25. Jerold R. Poulos, st. m. Edward 
Barnett, sls. m. 

Portland, KGW-TV (8) Broadcast House, 1139 
SW. 13th Ave. 393,145 b&w Sce. sta. 1,100 c. 
Cls. A hr. $600, min. $150, ID $75. Walter E. 
Wagstaff, st. m.; John H. Pindell, sis. m. 

Portland, KPTV (12) 735 S.W. 20 Place. 483,000 
b&w Sce: sta. 500c. Cls. A hr. $700, min. $180, 
ID $90. Frank J. Riordan, v.p. & g.m.; Donald 


E. Tykeson, sls. m. 
Portland, KOIN-TV (6) 140 S.W. Columbia St. 
= 550 oe See: ARF. 200 c. C. Howard Lane, 
ng. d. John L. Palmer, nat. sis. m. 
a “KPIC (4) Box 548, Blanton Heights, 
Eugene. 77,235 b&w Sce: sta. Cls. A hr. $150, 
min. $30, ID $15. Aaron Boe, st. m. Optional 
satellite to KVAL-TV Eugene. 


PENNSYLVANIA 
Altoona, WFBG-TV (10) 1320 llth Ave. 414,000 
b&w Sce: sta. *c. Cls. AA hr. $750, min. $170, 
ID $75. Edward Scala, g.m.; William Krough, 


sls. m. 

Bethlehem, WLEV-TV (51) Savercool Ave., 
Fountain Hill, Box 111. 71,450 b&w Sce: sta. 
Cls. A hr. $200, min. $30. Elwood C. Ander- 

son, st. m.; George H. Ettele, c.m. 

Easton, WGLV (57) 2857 Nazareth Rd. 94,635 
b&w Sce: sta. Cls. A hr. $175, min. $30, ID 
$15. Soe Thon, g.m.; Nelson S. Rounsley, 
bus. m. nat. adv. m. 

Erie, ‘wicu™ (12) 3514 State St. 222,500 b&w 
Sce: sta. 400 c. Cls. A hour. $700, min. $140, 
ID we ~ Ben McLaughlin, g.m.; Bob Lun- 
quist, 

Erie, WSEE (35) 1220 Peach St. 71,983 b&w 
Sce. Nielsen & sta. Cls. A hr. $300, min. $60, 
ID $30. Cecil M. Sansbury g.m.; Roger Garrett, 
asst. m. 

Harrisburg, WHP-TV (55) 216 Locust St. 241,- 
449 b&w Sce: sta. Cls. A hr. $325, min. $65, 
ID $32.50. R. A. “Dick” Redmond, g. m. 

Harrisburg, WTPA (27) 3235 Hoffman St. 247,- 
750 b&w Sce: sta. 625 c. Cls. A hr. $350, min. 
$70, ID $35. Donald D. Wear, g.m.; Allan P. 
Solada, sls. m. 

Johnstown, WARD-TV (56) Porch Bldg. 60,000 
&w Sce: sta. Cls. A hr. $200, min. $37.0. 
Richard J. Butterfield, g.m. & sls. 

Johnstown, WJAC-TV (6) 329 Main St. 1,104,032 
b&w Sce: RETMA. 600 c. Cls. A hr. $900, min. 
$225, ID $112.50. Alvin D. Schrott, g.m.; John 
Hephrn, «l« m. 

Lancaster, WGAL-TV (8) Tincoln Hwy. W. 
917,820 b&w Sce: sta. 1.500 c. Cls. AA hr. 
$1,200, min. $240, ID $120. Clair R. Me- 
Collough, p. & g.m.: J. Robert Gulick, asst. 
g.m. che. sls. 

Lebanon, WLBR-TV (15) R.D. #5. 211,310 b&w 
Sce: sta. Cls. A hr. $200, min. $46, ID $20. 
Frank B. Palmer, g. m.; Leonard Savage, 


opertns. m. 

Philadelphia, WCAU-TV (10) City Line & Monu- 
ment Rd. 2,094,852 b&w Sce: sta. 12,700 c. Cls. 
A hr. $3.250, min. $750, IM $875. Donald W. 
Thornburgh, p. & g.m.; Robert M. McGredy, 
v.n. che. tv site 

Philadelphia, WFIL-TV (6) 46th & Market Sts. 
2,235,000 b&w Sce: sta. *c. Cls. AA hr. $3,200, 
min. $750. ID $375. George A. Koehler, st.m. : 
Kenneth W. Stowman, s's.m 

Philadelphia. WRCV-TV (3) NBC Bidg., 1619 
Walnut St. 2,099,000 b&w Sce: sta. 4.000 ec. 
Cls. AA hr. $3,200, AAA 20 sec. $825, AA $10 
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sec. $415. Lloyd E. Yoder, v.p. & g.m.; Theo- 
dore Walworth Jr., sis.d. 

h, KDKA-TV (2) 1 Gateway Center. 
1,200,000 b&w Sce: SRDS. 1500 c. Cls. A 
hr. $1,700, min. $350, ID $175. Jerome R. 
Reeves, m.; John G. Stilli, sls. m. 

Pittsburgh, WENS (16) Carlton House. 445,000 
b&w Sce: ARB. Cls. A hr. $450 min. $90, ID 
$45. Larry H. Israel, v.p. & g.m.; Vera Olden- 


bure, sis. serv.m. 

Pittsburgh, WIIC (11) Oct. 1957 

Scranton, bal meg (16) 333 | Maton Ave. 300,- 
000 b&w Sce: Cis. A hr. $225, min. $45, 


ID $22.50. Wiilines Dawson, v.p. & st. m.; Sam 
Feigenbaum, c¢.m 

Scranton, WDAU-TV (22) 1000 Wyoming Ave. 
320,000 b&w Sce: sta. 500 c. Cls. A hr. $600, 
min. $125, ID $62,50. Vance L. Eckersley, g. 
m.; Anton “Tony” Moe, g. sls. m. 

Wilkes-Barre, WBRE-TV (28) 62 S. Franklin 
St. 320,000 b&w Sce: sta. 500 c. Cls. A hr. 
$525, min. os ID $52.50. David M. Balti- 
more, v.p. & g Ernest Lewis. sls. m. 

Wilkes-Barre. WILK-TV (34) 88 N. Franklin 
St. 356,000 b&w Sce: sta. Cls. A hr. $375, 
eee $75, ID $37.50. Roy E. Morgan, exec. 

Thomas P. Shelburne, mneg. 4d. 

Wi "iMiamspe rt. WRAK-TV (36) Fall 1957 

York, WNOW-TV (49) Cis. A hr. $200, min. 
$37.50. Richard E. Burg, st. m. & c.m.; 
Edward Schwalm, sis. prom. m. 

York, WSBA-TV (43) S. Queen St.. Extended. 
138,480 b&w Sce: Metropolitan Edison. Cls. 
A hr. $206, min. $37.50. ID $20. Louis J Appell 
Jr., p.; Robert M. Stough, sls. m. 


RHODE ISLAND 
Providence. WJAR-TV (10) 176 Weybosset St. 
1,404,002 b&w Sce: sta. 3,000 c. Cls. AA hr. 
$1,300, min. $310, ID $150. J. S. “Dody” Sin- 
clair, admin. asst. to v.p.; Ed Boghosian, sls. 


m. 

Providence, WPRO-TV (12) Madi Bldg. = 
Mason St. 1,404,202 b&w Sce Cls. 
hr. $1,100, min.. $225, ID $113. ‘William Fy 
Cherry Jr., p. 


SOUTH CAROLINA 

Anderson, WAIM-TV (40) 321 Kingsley Rd. 
Cls. A hr. $150, min. $30, ID $18.75. Glenn P. 
Warnock, g.m.; John McCallum, sls. m. 

Charleston, WCSC-TV (5) 485 East Bay. t¢ 
b&w Sce: sta. *c. Cls. A hr. $300, min. $75, ID 
$35. Roland Weeks, > : _ sls. m.; Ralph E. 
Thornley, loc. & rgnl. sls. 

Charleston, WUSN-TV (2) Box 879. 200,000 b&w 
Sce: sta. 1,000 c. Cls. A hr. $300, min. $75, ID 
$35. J. Drayton Hastie, p., g.m. & sls. m. 

Columbia, WIS-TV (16) 1111 Bull St. 185,854 
b&w Sce: Nielsen & RETMA. 150 c. Cls. AA 
hr. $450, min. $110, ID $55. Charles A. Batson, 
mng. d.; Law Epps, sls. m. 

Columbia, WNOK-TV (67) 1811 Main St. 110- 
000 b&w Sce: sta. *c. Cls. A hr. $200, min. $40, 
ID $20. H. Moody McElveen Jr., v.p. & g.m., 
John P. Sholar, sls. m. 

- Florence, WBTW (8) Box 630, 156,162 b&w Sce; 
sta. *c. Cls. A hr. $300, min. $60, ID $30. J. 
William Quinn, mng. d; John H. Brock, sls. m. 

Greenville, BC-TV (4) 505 Rutherford St. 
330,402 b&w Sce: ARF & RETMA. 100 c. Cls. A 
hr. $525, min. $120. ID $60. Kenneth Beach- 
board, m.; R. Q. Glass Jr., ¢.m. 

Sgarteshurs. Ig mig (7) 224 E. Main St. 
302,717 b&w Sce: RETMA 300 c. Cls. A hr. 
$450, = » Si22. 50, ID $56.25. Walter J. Brown, 
p. & : Charles Bell, nat. sls. m. 





New Stations 


wrTic-Tv (3) Hartford, Conn. Travel- 
ers Insurance Co., 100 per cent. Har- 
rington. Righter, Parsons, Inc., rep. 

wrca-Tv (12) Jacksonville, Fla. Af- 
filiate: NBC-TV. George H. Hodges, 
26 per cent; Alexander Brest, 26 per 
cent: Harold Cohn, 19 per cent; Wolf- 
son-Meyer Theatre Enterprises, Inc., 
10 per cent; Mitchell Wolfson, 5 per 
cent; Sidney Meyer, 5 per cent. Peters, 
Griffin, Woodward, Inc., rep. 

WPsT-Tv (10) Miami, Fla. Affiliate: 
ABC Public Service Television, Inc. 
(subsidiary of National Airlines, Inc.) , 
owner. H-R Television, Inc., rep. 
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Tom Sheeley (left) has been named 
operations manager of KELO-TV Sioux 
Falls and J. C. Johnson (right) head 
of the new satellite station KTLO which 


serves Winner, Chamberlain and 
Pierre, S. D. Appointments were an- 
nounced by Joe Floyd, president of 
Midcontinent Broadcasting Co. 


SOUTH saga 


Aberdeen, KDHS (9) Oct. 1, 

Florence, KDLO-TV (3) Satellite = KELO-TV 
Sioux Falls. 

Rapid City, KOTA-TV (3) 1819 W. St. Joe St. 
23,050 b&w Sce. RETMA & sta. Cls. A hr. 
— min. $25, ID $12. Helen S. Duhamel, 

& g.m.; William F. Turner, bus & c.m. 

Reliance, KPLO-TV (6) C. J. Johnson. st. m. 
Semi satellite of KELO-TV Sioux Falls. 

Sioux Falls, KELO-TV (11) Phillips at 8th 
213,875 b&w Sce: RETMA. Cls. A hr. $510, 
min. $125, ID $62.50. E. A. Nord, g. m. & c. m. 


TENNESSEE 
Chattanooga, WDEF-TV (12) Volunteer Bldg., 
Georgia Ave. 235,321 b&w Sce: RETMA 550 
ec. Cls. A hr. $450, min. $100, ID $50. Harold 
E. “Hap” Anderson, g.m.; Otis H. Segler, sls. 


m. 

Chattanooga, WRGP-TV (3) 1214 McCallie Ave. 
239,004 b&w Sce: sta. 1,100 c. Cls. A hr. $400, 
min. $80, ID $40. R. G. Patterson, p.; George 
P. Moore, sls. m. 

Jackson, WDXI-TV (7) Williams Bldg. 103,500 
b&w Sce: sta. *e Cls. A hr. Pe min. $50, 
ID $25. John E. North, v.p. & 

Johnson City, WJHL-TV (11) Box 1080, 145 W. 
Main St. 185,316 b&w Sce: sta. Cls. A film 
hr. $300, min. $60, 4 $30. W. H. Lancaster 
Jr. v.p., g-m. & sls. 

Knoxville, WATE-TV “6 612 Gay St. SW. 
227,166 b&w Sce. sta. *c. Cls. AA hr. $600, 
min. $120. ID $60. P. > Linebaugh, v.p. & 
g-m.; J. T. McCloud. m. 

Knoxville, WBIR-TV ae 1513 ao Ave. 
221,583 b&w Sce: sta. *e. Cls. A hr. $600, min. 
$120, » $60. John P. oon, p., gm. & nat. 
sls. . S. Quinn, loc. sls. 

eae tay WTVK (26) Sharp's Ridge Memorial 

Park Rd. 168,465 b&w Sce: sta. 200 c. Cls. AA 
hr. ee, min. = ID $30. John A. Engel- 
brecht, & z ; Charles Palmisano, sls, m. 

Memphis, *WHBQ.TV (13) 1381 Madison Ave. 
515,081 b&w Sce: sta. Cls. A hr. $800, min. 
$175. ID $88. W. H. Grumbles, g.m.; George 
H. Morris. loc. sls. m.: F. Nevin, sls. m. 

Memphis, WMCT (5) Box 311. 515,081 b&w 
Sce: sta. 815 ¢. Cls. A hr. $900, min. $200, 
ID $100. H. W. Slavick, g.m.; Earl Moreland, 


st. m. 

Memphis, WREC-TV (3) Hotel Peabody Bldg. 
Cls. A hr. $750. min. $150, Hoyt B. Wooten, 
g.m.° Cherles Reakefield, ¢.m. 

Nashville, WLAC-TV (5) 159 4th Ave N. 401,000 
b&w Sce: sta. 500 c. Cls. AA hr. $825, min. 
$175, ID $83. T. B. Baker Jr., exec. v.p. & 

g-m.: Robert M. Re~sthle, g sls m. 

Nashville, WSIX-TV (8) Nashville Trust Bldg. 
380,000 b&w Sce: sta. Cls. A hr. $575, min. 
$100, ID $55. gl Le Draughon. p. . g.m.; 
E. S. Tanner, asst. to p. & nat. sls. 

Nashville WSM-TV ia) 301 7th Ave. nv “298.916 
b&w Sce: sta. 45% c. Cls. A hr. $825, min. $165 
ID $75. John H. DeWitt, Jr. p.; H. Bramham, 
¢.m. 


TEXAS 

Abilene-Sweetwater, KPAR-TV (12) 7400 Col- 

nes Ave., Lubbock. 65,108 b&w Sce: sta. Cls. 

A hr. $200, min. $30, ID i “= Guthrie, st. 

E. A. “Buzz” Hassett, sls. m 

Abilene, KRBC-TV (9) 4510. *s. lath, 59,222 

b&w. Sce: sta. Cls. A hr. $225, min. $40, 

ID $20. Geo. C. Breeding Jr., st. m.; Bill Fox, 
c.m. 


Amarilio, KFDA-TV (10) Box 1400. 100,550 
b&w Sce: sta. Cls. A hr. $340, min. $70, ID 
$35. Ed eeee, g-m. & nat. sls. m; 
Newby, c. 

Amarillo, KGNC-TV (4) 2000 N. Polk St. 100,900 
b&w Sce: sta. 409 c. Cls. A hr. $340 AA min. 
$85, AA ID $42.50. Bob Watson, st. m.; Bill 
Clarke, adv. m. 

Amarillo, KVII-TV (7) Dec. 1957 

Austin, hag a! (7) Box 717. 187, 567 b&w 
Sce: sta. 56 c. Cls. AA hr. $525, min. $105, ID 
$52. 50. «3 C Kellam, g.m.; O. P. “Bob” Bob- 
bitt, g. sls. 

Beaumont, KFDM-TV (6) 142@ Calder Ave. 143,- 
000 w Sce: Nielsen & sta. 50 c. Cls. A hr. 
$350 —_ $80. - — Mott M. a 
opertns. m. & c vid Russell. sls. 

Big Spcine.  KEDY-TV Pe) 7400 College ie. 
Lubbock. 62,496 b&w Sce. sta. Cls. A hr. 
aa, min. $30, ID $15. Wm. J. Wallace, st. 

A. “Buzz” Hassett, nat. sls. m. 

Sem KBTX-TV (3) Harry Lee Gillam, st. m. 
Partial satellite of KWTX-TV Waco. 

Cerpus Christi, KRIS-TV (6) P.O. Box 840. 
99,152 b&w Sce: ARB. 250 ec. Cls. A hr. $300, 
min. $75. ID $37.50. * Nass Smith, p.; 
W. M. Eikner, v.p. che. 

Corpus Christi, KSIX-TV. “de wy Room Bldg. 
108,000 b&w Sce: ARB. Cls. A hr. $300, min. 
$75, ID $37.50. Vann M. Kennedy, p g-m.; 
Dan Hayslett, ¢.m. 

Corpus Christi, KVDO-TV (22) 409 S. Staples 
St., Box. 2223. 50,000 b&w Sce: sta. Cls. A 
=. $60, min. $30. Lana Schmidt, p. & g.m.; 

Ron Dexter, sls. 

Dallas, KRLD- TV (4) oy Sq. 602,525 b&w 
Sce: ARF & sta. 2,000 c. AA hr. $1,000, 
_ —, ID $175. = Flynn, m.; Gene 


Cun 

Dallas. 'WFAA- TV (18) 3000 Harry Hines Blvd. 
590,000 b&w Sce: sta. 1,000 c. Cls. A hr. 
$1,000, min. $250, ID $125. Alex Keese, d.; 
Dick Drummy, c.m. 

El Paso, KELP-TV (13) 4530 Delta St. 97,153 
b&w Sce: sta. 50 c. Cls. A hr. $450, min. $90, 
= $30. Edward Winton. g. m.; Irv Prell, sls. 


EI | Paso, one ag yf (4) 2201 Wyoming. 110,322 
b&w Sce: sta. 50 Cls. A hr. $4.50, min. $90, 
ID ay Val Law ting v.p. & g.m.; Dick Watts, 
g. sis. m. 

El Paso, KTSM-TV (9) 801 N. Oregon St. 103,- 
194 b&w. Sce: sta. 160 c Cls. A hr. $325 
min. $65. ID $32.50. Karl O. Wyler, o. & m., 

oy T. apman, v.p. & c.m. 

Ft. Worth, KFJZ-TV (11) 4801 W. Freeway. 
595,023 b&w Sce: SRDS. Cis. A hr. $1,000, min. 
$225. ID $80. ——% L. Cagle, p. & g.m.; Joe 
Evans. nat. sls. 

Ft. Worth, WBAP-1 TV (5) 3900 Barnett. 610,000 
b&w Sce: sta. 1,500 c. Cls. AA hr. $1,000, min. 
$225. ID $100. George Cranston, m.; Roy 
Bacus, c.m. 

Galveston-Houston, KGUL-TV (11) 11 Video 
Lane, Galveston. F40,000 b&w Sce: sta. 1.500 
ce. Cis. A hr. $1,200, min. $250. ID $140. Paul 
E. Taft. p. & «.m.: Robert S. Wilson, g. sls. m. 

Harlingen, KGBT-TV (4) Box 711. 72,404 b&w 
Sce: sta. Cls. A hr. $300, min. $60 ID $35. 
Troy McDaniel, g.m.; Sterling Zimmerman, 
nat. rgnl. sls. m. 

Houston, KGUL-TV (see Galveston) 

Houston. KPRC-TV (2?) 3014 S. Post Oak Rd. 
535,000 b&w Sce: sta. 1,000 ec. Cls. AA hr. 
$1, 100, min. $259, ID $1F0. Jack Harris, v. p. & 
g.m.; Jack McGrew, st. m. & e.m. 

Santen. KTRK-TV (13) 4513 Cullen Blvd. 523,- 
000 b&w Sce: sta. *c. Cls. A hr. $850, min. 
$170, TD S&5. Willard FE. Walhridge, v.p. & 
g.m_: Pill Rannott em 

Laredo. KHAD-TV (8) 820 Convent Ave. 14,000 
h&w Sce: sta. Cls. A hr. $187.50, min. $37.50, 
ID $18.75. Cleo E. Long, st. m.; John Snyder, 


¢.m. 

Laredo. KLTV (See Tvler) 

Lubbock, KCBD-TV (11) P. O. Box 1507, 5600 
Ave. A. 138,549 b&w See: sta. 400 c. Cls. A 
hr. $350, min. $60, ID $30. Robert L. Snyder, 
sec.-treas.: Georve L. Tarter. v.p. 

Lubbock. KDUB-TV (13) 7400 Collezce Ave. 
144,758 b&w Sce: sta. 500 c. Cls. A hr. $350, 
=. $70, ID $35. W. D. “Dub” Rogers, p.; 
F. “Ruzz” Hassett. nat. sls. m. 

Luficin: KTRE-TV (9) 114% N. First St. 64,718 
b&w Sce: Nielsen & sta. Cls. A hr. $225, min. 
$45, ID £22. ee gl Lewin, v.p. & g.m.; 
Murphy Martin, sls. 

Midland, KMID-TV (2) thee 2758. 74,000 b&w 
Sce: sta. 20 ce. Cls. A hr. $250, min. $50, ID 
$30. Rav Herndon. g.m.: George Collie. ¢.m. 

Odessa, KOSA-TV (7) 1211 N. Whitaker. 126,620 
b&w Sce: sta. Cls. A hr. $300, min. $60, 
$35. John Vacca. st. m. 

Port Arthur, KPAC-TV Oct 

San Angelo, KCTV (8) Box 1941, 44,662 b&w 

e: RETMA & sta. Cls. A hr. $200, min. $30, 
ID $16.50. J. H. Hubbard, g.m. & sls. m. 

San Antonio. KCOR-TV (41) 111 Martinez St. 
64,000 b&w Sce: sta. Cls. A hr. $200, min. 
$35, ID $20. Nathan Safir, vp. & g.m. 
Ben Tamborello, sls. m. 

San Antonio, KENS-TV (5) Ave. E & 4th St. 
368,089 b&w Sce: sta. 580 ¢ Cls. A hr. $700, 
min. $120. ID $60. Albert D. Johnson, g.m.; 
Wayne Kearl, c.m. 

San Antonio, KONO-TV (12) 1408 N. Saint 
Mary’s St. 360,000 b&w Sce: sta. 400 c. Cis. 
A hr. $560, min. $140, ID $84. James M. 
Brown, v.p. & g.m.; Bob Roth, e¢.m. 


~~ sls. m. 




















San Antonio, WOAI-TV (4) 1031 Boupens St. 
371,517 b&w Sce: sta. 586 c. Cls. A hr. $700 
min. $175, © Sam $105. James - ,* 3 p. 


g.™. V. Cheviot, c¢ 
Sweetwater, KPAR-TV (see Abitene- Sweetwater) 
Temple-Waco, KCEN-TV (6) 17 S. 3rd St., 
Temple. 171,550 b&w RETMA. 175 
Cis. A hr. $350, min. Gene 
Lewis, st. m.; Burton B 
Texarkana, KcMC-TV < (6) Summerhill, Rd. 130,- 
000 b&w Sce: Nielsen, Pulse & sta. 250 c. Cls. 
S Rs $260, _, $60, ID $30. er M. 
dsor, g.m., Richa M. Peters. 
Tyler KLTV (7) ~~ 957, Kilgore Ra: “Tio, 000 
w Sce: ARF & RETM 0 ¢. Cls. A hr. 
= min. $60, ID — Marshall” H. Pengra, 


John Lenox 

won KCEN-TV (see Temple) 

beg oo KWTX-TV (10) 4520 a" Blvd. 139,696 
b&w Sce. sta. 50 ¢. Cls. A hr. $300, min. $60, 
ID ‘330. M. ™! Bostick, v.p. & g.m.; Charles H. 
Boland, mat. renl. c.m. 

Weslaco. KEGV-TV (5) 311 Missouri Ave. 84,875 
b&w Sce: sta. Cls. AA hr. $300, min. $50. ID 


$30. O. L. eaten, p. & g.m.; Kenneth E. 


Markel, nat. & rgni. c.m. 
Wichita Falls, KFDX-TV (3) Box 2040 125,- 
000 b&w Sce ielsen & sta. 600 c. Cls. A 
hr. $350, min rng ID ag Roswe H 


Fry, exec. v.p. & g.m.; Bo m. 

Wichita Falls, KSYD-TV “ Box 2130. 135, 400 
b&w Sce: sta. 260 c. Cls. A hr. $350, min. $70, 
ID $42, Syd Grayson, p. & g.m.; Thomas R 
Sugars, nat. sls. m. & traf. d. 


UTAH 


Salt Lake City, | eg (5) 145 Social Hall “-— 
Sce: 


215,000 b&w Pulse & ~ = ce. Cis. 
hr. $600 min. $150, ID $75. D. 
doch, v.p. & m; Edward B. ce Kimball, 


sis.m. 

Salt Lake City, KTVT (4) 130 Social Hall fr 
212,000 b&w Sce: Pulse & sta. 3,000 c. Cls. 
~~? me, min. $180, ID $90. G. Bennett Vy 

& g.m.; Harold Woolley, tv sls. 

Salt lake “City, KUTV (2) 179 7 Hall Ave. 
200,784 b&w Sce: sta. Cls. A hr. $600, min. 
$135, ID $60. Brent Kirk, st. m. & g. sls. m.; 





in Buffalo. 
This is the station’s 








of Toronto, Ont. 


annual 





WBUF Increases Power 


A big step in the efforts of wBuF Buffalo to expand its coverage area and 
to improve reception was taken two weeks ago when the NBC-owned uhf 
station began sending its signal into many more homes via a power increase 
from 500,000 to one million watts. To affect this increase, w’UF installed a 
new antenna, more than twice the size of its former one, atop the 622-foot 
transmitting tower at the rear of the $1.5 million Color Television Center 


second power boost in less than a year. Originally 


transmitting a signal of 148,000 watts from a 342-foot tower, WBUF built 
its larger tower next to the other and jumped to 500,000 watts last Sept. 
30. The smaller tower was put back into service during the installation and 
testing of the new antenna which started operating this month. 

Removal of the smaller antenna and its replacement by the larger one, 
which is 120 feet long and weighs 11 tons, took engineers and construction 


“Miss Channei 17” Contest finalists are pictured with Charles C. 

Bevis Jr., general manager of WBUF. 
workmen nearly one month. During the switch-over WBUF devised a unique 
means of keeping its viewers informed of the progress of the operation. A 
series of 16 slides showed every major step from the arrival of the antenna 
to its final positioning at the top of the tower. 

According to the station, some 232,000 tv sets in Erie and Niagara coun- 
ties, representing 66 per cent of total sets in that region, now are equipped 
to receive uhf telecasts. When NBC purchased wsur on Dec. 30, 1955, only 
105,000 sets could get a uhf signal. The station also reaches an unmeasured 
audience in northwestern Pennsylvania and in the area that extends north 


While work for its power boost was under way, WBUF began its second 
“Miss Channel 17” contest. More than 100 entrants were inter- 
viewed, and of these 12 semi-finalists were chosen by a screening board, 
following which a panel of judges, headed by Charles C. Bevis Jr., waur 
general manager, and including advertising executives and columnists from 
Buffalo newspapers, selected the six finalists. 











Robert Smuitn, nat. sis. m. 

VERMONT 

Burlington, WCAX-TV (3) 50 Barrett St. 150,000 
b&w Sce: Nielsen & sta. Cls. AA hr. $450, 
min. $90, ID $45. Stuart T. Martin, v.p. & 
g. m.; John A. Dobson, sls. m. 


VIRGINIA 


Bristol, WCYB-TV (5) Cumberland St. 368,870 
b&w Sce: Nielsen & sta. 200 c. Cis. A hr. 
$300, min. $60, ID $30. Robert H. Smith, p. & 
g-m.; J. Fey Rogers, v.p. & sis.m. 

Hampton, WVEC-TV (see Norfolk) 

Har burg, WSVA-TV (3) Rawley Pike. 139,- 
617 b&w Sce: Nielsen & RETMA. Cis. A hr. 
$250, min. $50, ID $25. Hamilton Shea, p. & 
g.m.; R. H. “Dick” Johnson, g. sis. m 

Lynchburg, WLVA-TV (13) Box 238, 925 Church 


St. 308,675 b&w Sce: sta. Cls. A hr. $300, 
min. $60, ID $30. Philip P. Allen, v.p. & g.m.; 
Thomas L. Turner, c.m 

Norfolk, WTAR-TV (3) 72@ Boush St. 416,000 
b&w Sce: sta. 500 c. Cls. A hr. $875, min. 
$200, ID $100. Campbell Arnoux, p. & g.m.; 
Robert M mbe. 


rt ° , g. sis. m. 

Norfolk-Hampton, WVEC-TV (15) 812 W. 
St., Norfolk. 193,830 b&w Sce. 
AA hr. $350, min. $70, 
Chisman, p. & g.m.; 
v.p. & sls. d. 

Petersburg, WXEX-TV (8) 124 W. Tabb St. 
425,000 b&w Sce: sta. 200 c. Cls. A hr. $700, 
min. $110. Irvin G. Abeloff, v.p., mng. d. 
nat. sls. m.; George R. Oliviere, loc. sis. m. 

Portsmouth, WTOV-TV (27) 1305 Granby St. 
Hr. $124.65, min. $17. A. V. Bamford, g.m.; 
Winston Bright, ¢.m. 

Portsmouth, WAVY-TV (10) Oct. 57 
ichmond, WRVA-TV (12) S21. Midlothian 
Pike. “ce. Cls. A hr. $700, min. > ID $70 
Barron Howard, v.p. & g.m.; James 
Clark Jr., sis. m. 

Richmond, WTVR (6) 3301 W. Broad St. 
Box 5229. 503,317 b&w Sce: ARF. 433 c. Cis. 
A hr. $875, min. $140, ID $70. Wilbur M. 
Havens, g.m. & c.m.: Walter A. Bowry Jr., 
asst. g.m. & asst. c.m. 

Roanoke, WDBJ-TV (7) Times Bldg.—201 W. 
Campbell Ave. (Box 150) 341,280 b&w Sce: 
Nielsen & RETMA 1,000 c. Cls. A hr. $450, 
min. $100, ID $F0. Ray P. Jordan, v.p. & mng. 
d.; Blake Brown, tv sls. 

Roanoke, WSLS-TV (10) 
SW. 341,280 b&w Sce: Nielsen & RETMA 
1,000 c. Cls. A hr. $500, min. $100, ID $50. 
James H. Moore, exec. v.p.; Horace 8S. Fitz- 
patrick, asst. m. & c.m. 


2ist 
ARB 500 c. Cls. 
ID $35. Thomas P. 
Harrol A. Brauer Jr., 


P.O. 


m. 
Church & Third St. 


WASHINGTON 

Bellingham, KVOS-TV Ne 1115 Ellis St. 332,- 
Q Sce: RETM & sta. Cls. A hr. 

$137.50, ID is. Dave Mintz, g. m. 
Fred (at ence sls. 

Ephrata, KBAS-TV (43) Semmes Schroeder, sls. m. 
Satellite of KIMA-TV Yakima. 

Pasco KEPR-TV (19) Box 766. 35,000 b&w Sce: 
sta. 15 c. Cls. A hr. $250, min. $50, ID $30. 
Monte L. Strohl, g.m.; Walt Coleman, loc. sis. 
m. Satellite of KIMA-TV Yakima. 

Seattle-Tacoma, KING-TV (5) 320 Aurora Ave., 
N. Seattle. 580,100 b&w Sce: U. of Washing- 
ton. 1,248 c. Cls. A hr. $1,100, min. $225, ID 
$115. Otto P. Brandt, v.p. & g.m; A. P. 
Hunter, c. m. 

Seattle-Tacoma, KOMO-TV (4) 100 4th Ave. N., 
Seattle 580,100 b&w Sce: U. of Washington. 
1,248 c. Cls. A hr. $1,125, min. $230, ID $115. 
W. W. Warren, exec. v.p. & g.m.; Bill Hub- 
bach, g. sls. m. 

Seattle-Tacoma KTNT-TV 


(See Tacoma-Seattle) 
Seattle-Tacoma KTVW 


(13) 230 8th Ave. N 


Seattle. 576,000 b&w —m sta. Cis. A hr. 
ee a $125, ID $65. J. Elroy McCaw, o. & 
J. Hawking. ‘asst, m. & cm 


Jam . 
pu. 1. KHQ-TV (6) 700 Radio Central Bldg. 
216,757 b&w Sce: sta. 200 c. Cls. A hr. $550. 
min. $137.50. ID $68.75. Richard O. Dunning, 
p. g-m.; Birney Blair, ¢c.m. 
<i a TV (2) 4103 S. Regal. 236,000 
Cls. AA hr. $600, min. 
$120, ID $60. "Kast H. Temple, m. 


PoomAyjoy 
“ae asoujow pQCg 


“ou! UOReUNUe 
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a KXLY-TV (4) 315 W. Sprague. 228,038 

Sce: Inland Empire Electrical League 

yy ps, Cls. A hr. $600, min. $130, ID $65. 

Richard E. F eee v.p. & g.m.; James Agos- 
tino, sls. 

Tacoma-Seattle, KTNT-TV (11) llth & Grant. 
580,100 b&w Sce: sta. 1,248 ¢. Cls. A hr. 
$900, min. $205, ID $102.50. Larry Carino, 
m. sls. d. 

Tacoma-Seattle, KTVW (see Seattle-Tacoma) 

Yakima-Pasco, KIMA-TV (29) Radio & Tele- 
vision Center, Box 702. Yakima 110,000 b&w 
Sce: sta. 50c. Cls. A hr. $500, min. $100, ID 
oe. Thomas C. Bostic, v.p. & g.m.; H. R. Cary, 
sls. m. 


WEST VIRGINIA 
Bluefield, WHIS-TV (6) Municipal Bldg. 130,678 
b&w Sce: Nielsen & RETMA. *c. Cls. A hr. 
$240, min. $60, ID $30. John C. Shott, st. m. 


& sis. m. 

Charleston WCHS-TV (8) 1111 Virginia St. E. 
03,000 b&w Sce: sta. 20,000 c. Cls. A hr. $650, 
=. — ID $87.50. John T. Gelder Jr., 

& g.m.; John L. Sinclair Jr., sls. m. 
econ,  WHTN.TV (see Huntington). 

Charleston, WSAZ-TV (one, Huntington). 

Clarksburg, WBOY-TV Oct. 

Fairment, WJPB-TV (a5) , a. -®, House, 400 
Quincy St. 33,660 b&w Sce: sta. 1,20 c. Cls. 
A hr. $150, min. $30, ID $20 Numa Fabre 
Jr., mng.d.; H. W. Critchlow, v.p. & c.m. 

Huntington. WCHS-TV (see Charleston) 

Huntington. WHTN-TV (13) Radio & Television 
Arena, 625 4th Ave. 203,000 b&w Sce: sta. 
20 c. Cls. A hr. $450, min. $100. Robert R. 
Tincher, v.p. & g.m.; George A. Miller, sls. m. 

sy WSAZ-TV (3) 201 Ninth St. 596,800 

: sta. Cls. AA hr. $1,000 min. = 
ID $80. Lawrence H. Rogers, p. & g.m. 
C. Tom Garten, c.m. 

Oak Hill-Beckley, WOAY-TV (4) Box 251, Oak 
Hill. 357,230 b&w Sce: sta. Cls. A hr. $200, 
min. $40, ID $20. Robert R. Thomas Jr., o. 
g.m.; Vic. Ludington, sls. m. 

Poshosburs. WTAP (15) 121 W. 7th St. 58,162 
b&w Sce: sta. Cls. A hr. $150, min. $25, 
$12.50. Milton Komito, st. m. & sls. m. 

Wheeling, WTRF-TV (7) Ogden Bldg. 338,300 
b&w Sce: sta. 1,000 c. Cls. A hr. $500 min. 
$100, ID $50. Robert W. #3 exec. v.p. 

g-m.; H. Needham Smith, sls. m. 


WISCONSIN 


Eau Clair, WEAU-TV (13) 2415 S. Hastings 
Way. 135,000 b&w Sce: Nielsen. 100 c. Cls. A 
hr. $300, min. $60, ID $30. Leo Howard, g.m.; 
Wayne F. McNulty, asst. m. 

Green Bay, WBAY-TV (2) 115 S. Jefferson. 
360,000 b&w Sce: sta. Cls. A hr. $400, min. 
$80, ID $40. vain R. Evans, g.m.; Robert 
C. Nelson, sls. 

Green Bay, WFRV “TV (5) Mason & Roosevelt 
Sts. 368,327 b&w Sce: sta. Cls. A hr. $400, 
min. $80, ID $40. Soren H. Munkhof, exec. 
v.p. & g.m.; Jack Gennaro, loc. sls. m. 

Green Bay WMBV-TV (see Marinette) 

La Crosse, WKBT (8) 141 S. Sixth St. 135,000 
b&w Sce: Pulse & Retma Cls. A hr. $360, min. 
72, ID $36. Howard Dahl, g.m.; Robert Mor- 


rison, sls. m. 

Madison, WISC-TV (3) 114 N. Carroll. 329,107 
b&w Sce: sta. 1,000 c. Cls. AA hr. $550, min. 
$110, ID $55. Ralph O’Connor, sec. & g.m.; 
Richard Knickeson, sls. m. 

Madison, WKOW-TV (27) 215 W. Washington 
Ave. 131,250 b&w Sce: sta. *e. Cls. A ~~ 
$250, min. $50, ID $25 _ F. Hovel, g.m. 

rt Loomer, loc. sls. 

Madison, WMTV (33) W. Beltline Hwy. 148,000 
b&w Sce; sta. 300 c. Cls. A hr. $280, min. $56, 
ID $28. Gerald A. Bartell, p.; Peter 
Theg. g.m. & sls. m. 

Marinette-Green Bay, WMBV-TV (11) Radio- 
Television Park, Wells St., Marinette. 211,440 
b&w Sce: sta. Cls. A hr. $300, min. $60, ID 
$30. Joseph D. Mackin, g.m.; William R. 
Walker, tv m. 

Milwaukee, WISN-TV (12) 759 N. 19 St. 
694,500 b&w Sce: sta. Cls. A hr. $1,000 
min. $200, ID $100. John B. Soell, d. & st. m. 
Richard E. Shireman, loc. sls. m. 

Milwaukee, WITI-TV (6) 212 W. Wisconsin 
Ave. 701,494 b&w Sce: sta. 4,000 ¢. Cls. A 
hr. $600, min. $110, ID $55. Dean McCarthy, 
asst. to p. & pgm. d.; J. G. “Sandy” Sandison, 


5 sls. m. 

Milwaukee, WTMJ-TV (4) Radio City 720 E. 
Capitol Dr. 731,222 b&w Sce: sta. 220 ec. Cls. 
A hr. $1,150, ID $100. . ee J. Damm, g-.m.; 

Neale V. Bakke, sls. 

Milwaukee, WXIX (19) 5445 N. or St. 320, 900 
b&w Sce: sta. 1,000 c. Cls. hr. $800, min. 
$150, ID $62.50. Edmund é Bunker, g.m. 
Richard P. Hogue, g. sls. m. 

Superior, KDAL-TV (see Duluth, Minn.) 

Superior WDSM-TV (see Duluth, Minn.) 

a, WSAU-TV (7) 714 Fifth St. 116,000 

b&w Sce: sta. Cls. AA hr. $350, min. $70, ID 
_s George T. Frechette, v.p. & g.m.; Kichard 
. Dudley, asst. g.m. & c.m. 


WYOMING 
Casper, KTWO-TV (2) 355 N. Beverly Dr., 





Clarke Bradley has been named direc- 
tor of the KsBw-tv Salinas-Monterey 
sales development department by John 
C. Cohan, president and general man- 
ager. Mr. Bradley has had more than 
20 years experience in advertising 
positions. 


Beverly Hills, Calif. 6,000 b&w Sce: sta. C. 
Van Haaften, g.m.; Pete Bennet, sls. m. 
Casper, KSPR-TV (6) Oct. 1957 
Cheyenne, KFBC-TV (5) 2923 E. Lincolnway. 
49,000 b&w Sce: sta. *c. Cls. A hr. $175, min. 
$35, ID $17.50. Wm. C. Grove, g.m.; Charles 


P. Cahill. ¢.m. 
Sheridan, KTWX-TV (9) Nov. 1, 1957 


ALASKA 

Anchorage, KENI-TV (2) Box 1160, Fourth Ave. 
Theatre Bldg. 26,000 b&w Sce: sta. Cls. A hr. 
$150, min. $30, ID $15. Alvin A. Bramstedt, 
g-m.; William E. Greene, sls. m. 

Anchorage, KTVA (11) Mt. McKinley Bldg., 4th 
& Denali St. 26,000 b&w Sce: sta. Cls. A hr. 
$150, min. $30, ID $15. A. G. Hiebert, p. & 
g-m.; Claire O. Banks, c.m. 

Fairbanks KFAR-TV (2) Box 910. 10,000 b&w 
Sce: sta. Cls. A. hr. $150, min. $30, ID $15. 
Donald G. Andon, st. m.; Jack Barnhart, c.m. 

Fairbanks KTVF (11) Box 590. 10,500 b&w 
Sce: sta. Cls. A hr. $135, min. $27, ID $13.50. 
Walt Welch, m.; John Griffin, c.m. 

Juneau, KINY-TV (8) 231 S. Franklin. 2,250 
b&w Sce: sta. Hr. $60, min. $12, ID $7.20. 
a McKinley, st. m.; Vern Metcalf, loc. 
sls. m. 


HAWAII 

Hilo, KHBC-TV (9) Satellite of KGMB-TV 
Honolulu. 

Honolulu, KGMB-TV (9) 1534 Kapiolani Blvd. 
114,950 b&w Sce: RETMA & sta. Cls. A hr. 
$350, min. $75, ID $37.50. Melvin B. Wright, 
st. m. & nat. sls. m.; C. C. Crockett, g. 
sls. m. 

Honolulu, KONA-TV (2) 206 Koula. 109,627 b&w 
Sce: Pulse & sta. Cls. A film hr. $350, min. 
$75. ID $37.50. John D. Keating, p. & g.m.; 
Martin F. Rohde, g. sls. m. 

Honolulu, KULA-TV (4) 1290 Ala Moana 
Blvd. 94,684 b&w Sce; sta. Cls. A hr. $300, 
min. $50, ID $25. Jack Burnett, exec. v.p. & 
g.m.; Art Sprinkle, sls. m. 

Honolulu, KHVH-TV (13) 1924 Broadway, Oak- 
land, Cal. 

Wailuku, KMAU (3) Satellite of KGMB-TV 
Honolulu. 

Wailuku, Maui, KMVI-TV (12) Satellite of 
KONA-TV Honolulu. 


GUAM 
Agana, KUAM-TV (8) Box 68. Hr. $120, min. 
$24, ID $12. Harry M. Engel Jr., p. & g.m. 


PUERTO RICO 

Mayaguez, WORA-TV (5) Box 43, Darlington 
Bldg. 129, 345 b&w Sce: sta. Cls. A hr. $150, 
min. $26, ID $11. Alfredo R. de Arellano Jr., 
p. & g.m.; Reinaldo M. Dupont, asst. m. & 
¢.m. 

Ponce, WSUR-TV (9) Oct. 1957. 

San Juan, WAPA-TV (9) WAPA Bldg., Box 
2050, v7 Ponce de Leon Ave. 157,958 b&w 
Sce: sta. Cls. A hr. $212.50, min. $50, ID $20. 
David H. Polinger, g.m.; Andrew N. Vladimir, 
sls. m. & prom. m. 

San Juan, WKAQ-TV (2) Box 1072, Stop 8, 
Puerto de Tierra, 129,345 b&w Sce: sta. Cls. 
A hr. $300, min. $65, ID $32. Delfin Fernandez, 
g-m.; Oscar Reinosa, sls. m. 


News 


mercials (number three). Dodge, of 


(Continued from page 27) 


course. has the advantage of national 
exposure and the high-rated Lawrence 
Welk network efforts. 

Hamm jumped way ahead in the 
July tabulation. The animated animals 
scored an even eight in June, jumped 
to 14 for July. 

There were three newcomers to the 
list of 22 toppers. Hush landed in 
16th place; Lipton and Zest tied 
18th position. 

Of the 22 favorites in the June tabu- 
lation, 15 still had their following in 
July. Revelon soared from 19th to 5th, 
Gillette from 20th to 6th, Falstaff from 
14th to 11th. 

There were several returnees from 
earlier polls—Ivory Soap, Snowdrift, 
Camels, Lincoln-Mercury and Tonette. 

The results are gathered through a 
special question in ARB’s regular 
diary of tv viewing. This one covered 


the week of July 7 to 14. 


arvana m ne ut 


Free Tv 


Out in California where toll tv 
is a real threat, a Central Valley 





station is actively engaged in a 
battle for the free air. 

KBET-TV Saeramento is using 
newspaper ads and on-the-air 





promotions with the theme 
“Brought to you free on KBET.” 
The promotion department, 


headed by Tepfer, 


(right) is tagging program an- 


Harvey 


nouncements for quality shows 
with the theme line and incorpo- 
rating the slogan at the top of 
every station newspaper ad. 

John H. Schacht., (left) vice 
president and general manager 
says, “I believe the industry 
hasn’t made the most of its own 
medium to tell free television’s 
story to the public.” 
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Wall St. (Continued from page 69) 


the company entered the phonograph- 
record business, and for the first nine 
months of the Oct. 1, 1956, fiscal year 
revenue from this source hit $623,- 
854. Thus Disney had income totaling 
$5.5 million from sidelines last year 
and sheuld match or exceed that this 
year, almost doubling the revenue of 
its first year in tv. 

The Disneyland show has sponsors 
through Sept. 1, 1958, and guaranteed 
minimums through the fall of 1959. 
The Mickey Mouse Club show has a 
guarantee through Sept. 1, 1958, with 
an option by ABC for another year. 
Because of the limited number of tv 
sponsors for a one-hour daily daytime 
tv show, all parties have agreed to cut 
Mickey Mouse Club to a half-hour 
from its former 60-minute format this 
fall. 

As something of an offset, however, 
Disney will produce 39 new shows 
under the title of Zorro, starting Oct. 
1. If the new series should be success- 
ful, it may lead Disney into new fields 
of tv output. 


DISNEYLAND PARK. The latest de- 
velopment in the Disney empire is the 
success of the amusement park at Ana- 
heim, Calif. Originally, this park was 
not expected to be a profitable opera- 
tion. It is operated on a year-round 
basis, but most of the income comes 
in the summer months. To the amaze- 
ment of everybody—except Disney 
probably—this park is proving a 
bonanza. For the 52 weeks ended July 
8, 1957, for example, it was visited by 
3,974,158 persons, each tossing off an 
average expenditure of $2.54 in the 
form of parking fees, general admis- 
sion, charges for certain rides or sou- 
venirs. 

The Disneyland success, in fact, has 
been so marked that it is now debated 





No CBS Bid 


CBS has denied making any 
bid, substantial or otherwise, for 
the acquisition of the Ampex 
Corp. last year, as was mentioned 
in “Wall Street Report” in the 
August 12th issue of TELEVISION 
AGE. 











whether or not similar playgrounds 
may not be launched in the east or 
south. Nothing has been proposed by 
Disney or his imitators yet, but profits 
of Disneyland’s type cannot be ignored 
for long by businessmen in other parts 
of the country—especially in view of 
the population boom. 

This summary of Disney’s opera- 
tions shows how much strength has 
been blown into his empire via the 
fresh breath of tv. On an earnings 
basis, profits have climbed from $451,- 
809 for 1952 to $2.6 million in 1956. 
On a per-share basis, that is equal to 
35 cents per share in 1952 to $2.01 
last year. 

Moreover—and most important to 
investors—Disney commenced paying 
dividends. In July the directors de- 
clared a 3-per-cent stock dividend pay- 
able in November, along with a 10- 
cents-per-share cash dividend. Since 
Disney was always reluctant to declare 
a dividend, the 
greatly admired but firmly untouched 
by most investors. That attitude can 
be expected to change under the new 


stock was always 


dividend policy. 


Stock High-Low Last 
1957 Quote* 

New York Stock Exchange 
ABC 24%- 1656 17% 
ADMIRAL 14%- 9 9% 
A. T. & T. 179%-170% 173% 
AVCO 7™%4- 5% 6% 
cps (A) 3644- 28% 28% 
EMERSON 6%- 5% 5% 
GENERAL ELECTRIC 72%%- 52% 64% 
HOFFMAN 25%- 17% 20% 
MAGNAVOX 44 - 34 36% 
MOTOROLA 51%- 35% 46 
PHILCO 18%- 14% 14% 
RCA 40 - 315% 32% 
RAYTHEON 23%- 16% 21% 
STEWART-WARNER 415¢- 31% 35% 
STORER 2914- 2436 24% 
SYLVANIA 46%4- 35 35% 
WESTINGHOUSE 6856- 5236 6214 
ZENITH 124%4- 91% 107 


American Stock Exchange 


A. A. P. 11%- 9 9% 
DUMONT LABS 6%- 4% 4% 
GUILD FILMS 454- 2% 3% 
HAZELTINE 4444- 29% 31% 
NATIONAL TELEFILM 954- 7 7% 
SKIATRON 9 - 3% 7% 
Over-the-Counter Stocks 
Bid-Asked 
AMPEX 53%4- 53% 
CONSOLIDATED TV 18%- 19 
GROSS TELECASTING 20%4- 20 


OFFICIAL FILMS 1%- 1% 


*As of the close, Aug. 29, 1957. 
tAs of Aug. 29, 1957. 
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PGW Expands 
Peters, Griffin, Woodward, 


Inc., station representatives, this 
month announced the expansion 
of its Texas staff and the addition 
Dallas to that 
which has long been maintained 
in Fort Worth. 

Charles Payne, who in 18 
years of broadcasting experience 
has served as program manager, 


of an office in 


sales manager and general man- 
ager of various Texas radio sta- 
tions, is in charge of the new 


PGW office. 





Vensuaananstaneansseniansiaaisnsaanirititiciss 








wong O 


mong Us Towers 





/ 









woEPENDEWCE 
Hace 


PHILADELPHIA 

















-+-the STATION that belongs on every advertisers list! 








FOR SALE 


Deluxe two-story Colonial type 
4 bedrooms, 3 baths. 
Newly decorated, 
beautifully landscaped, 
excellent transportation. 
Need to sell because of transfer. 
Terrific bargain at $40,000. 
Manhasset, Long Island. 
Box 464 
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Memo (Continued from page 67) 


of the new commissioner, Frederick 
Ford, to break a deadlock. 

Although he is not unfamiliar with 
the history of subscription tv, in view 
of previous staff service, Comr. Ford 
says he would want to familiarize him- 
self thoroughly with the record of the 
current proceedings before voting on 
the issue. He is also anxious to take a 
vacation—he has not had one in two 
years—before getting immersed in 
commission duties. 

Under the circumstances, it’s any- 
body’s guess what will happen. 


Duvennsanevennenenecevernvensusvnevenneensensnes 





Color Line 


A nation-wide closed circuit 
colorcast September 4 previewed 
RCA’s new line of color sets 
for dealers. 

The special show started at 
5:30 p.m. daylight 
and included a_presen- 


(eastern 
time} 
tation of the company’s fourth- 
quarter sales program. 

6:30 was a 


preview of NBC-TV’s color pro- 


Following at 


gram plans for fall with the net- 
work’s affiliates plugging in. 
Charles P. Baxter, vice presi- 
dent and general manager of the 
RCA tv division, said new color 
models will supplement rather 
than replace the current line. 
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Auto (Continued jrom page 68) 
in the °56 first half, 171,484 this year 


—and showed a slight rise in sales— 
from 142,892 to 144,270. 

With Lincoln pulling out of the 
Sullivan show, Mercury will continue 
to co-sponsor the variety stanza on a 
rotating basis. Eastman Kodak has 
signed on as the Lincoln replacement 
and will pick up the tab on alternate 
weeks begining Oct. 6. 

Of greatest interest to the automotive 
fraternity this fall is, of course, the 
introduction of the Ford company’s 
new car in the medium-priced field, 
the Edsel—the first new brand name 
in American autos to be placed on the 
market since 1938. Last week, on Sept. 
4, 20,000 of the new Edsels went into 


dealers’ hands in 1,200 showrooms 
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across the country. 

Much speculation as to Ford’s tv 
advertising plans for its new entry has 
attended the car since it was announced 
a year ago, but other than a single 
“introductory” network show—to be 
done, oddly enough, more than a 
month after the Edsel’s showroom un- 
veiling—and a $1-million 
spot campaign on tv and radio for 
several weeks prior to Sept. 4, nothing 


“teaser” 


concrete has been announced. 


Edsel Variety Show 


For its introduction to the tv view- 
ing audience, the Edsel division has 
taken over the CBS-TV Sunday-night- 
at-8 time from Ed Sullivan on Oct. 13 
and will present an elaborate one-shot 
variety show headlining Bing Crosby 
and Frank Sinatra. The special, which 
will be live, is completely an Edsel 
promotion and will have no connection 
with Sullivan and his Mercury spon- 
sorship. 

Although Foote, Cone & Belding, 
Detroit, was appointed a year ago to 
service the Edsel account, the million- 
dollar spot campaign preceding the 
car’s debut was placed by Kenyon & 
Eckhardt, New York, which handles 
all institutional advertising for the 
Ford Motor Co. The latter agency was 
picked for this particular job because 
the campaign was designed to identify 
the Edsel as the new member of the 
Ford family. 

As to Edsel’s plans for network tele- 
vision, Eldon Fox, the division’s ad- 
vertising manager, says that such plans 





Landmark ID’s 


A new series of photographic 
slides featuring landmarks of the 
Motor City is now being used 
for station ID breaks on WJBK- 
TV Detroit. Among the city’s 
landmarks being highlighted are 
the Port of Detroit, Ford Audi- 
torium, Veterans Memorial Build- 
ing, the City-County Building, 
Ambassador Bridge and the De- 
troit Institute of Arts. 

The ID series is a joint effort 
of WJBK-Tv’s promotion, pro- 
gramming and community-proj- 
ects departments. 











are “very flexible.” Mr. Fox continues, 
“We are looking around for a suitable 
vehicle, and when we find one we'll 


buy it.” 
Sales shares for 1957's first half for 
Detroit’s “Litthe Two.” American 


Motors Corp. and Studebaker-Packard 
Corp., were at the lowest ebb of any 
period since their corporate forma- 
tions. American Motors won both the 
production and the sales race with 





S-P—55,553 cars turned out and 53,- 
270 sold, to S-P’s 37,581 output and 
34,495 sold. 

The popular Rambler accounted for 
43,940 of American Motors’ total sales 
for this year’s first six months, with 
Nash and Hudson trailing badly with 
6,108 and 3,222, respectively. The S-P 
sales total was contributed by Stude- 
baker’s 31,177 and Packard’s 3.318. 

Throughout 1956, American Motors 
spent $2,218,142 in network television 
and $128,910 in spot. The company’s 
entire network investment went into 
a half-hour’s participation on alter- 
nate weeks of Disneyland on ABC-TV, 
which represented a cutback from its 
30-minutes-each-week sponsorship of 
the year before—a retrenchment obvi- 
ously due to economic 
rather than to any disaffection with 


pressures, 


tv in general or the high-rated Disney- 
land in particular. 

Apparently financial exigencies are 
even more acute for American Motors 
this year, for it is pulling out of Dis- 
neyland_ altogether this season. Ralph 
C. Robertson, vice president of Geyer 
Advertising, Inc., New York, agency 
for the three divisions of American 
Motors, says, “We have no network 
exposure planned for either Rambler, 
Nash or Hudson, but there is a pro- 
vision in the over-all budget for spot. 
In any such campaign the emphasis 
would be definitely on the Rambler 
car.” 

Studebaker-Packard expended $1,- 
322,888 in network tv in 1956 and 
$653,210 in spot. The network money 
went into the sponsorship of Tv Read- 
er’s Digest on ABC-TV during the 
latter half of the 1955-56 season. As 
for S-P tv plans for the new season, 
at press time the motor company and 
its new agency, Burke Dowling Adams, 
Inc., New York, were holding a series 
of meetings to discuss such plans and 
the budgets to be allocated for them. 











In the picture 


Howard J. Morgens will take over as president of Procter & Gamble on Oct. 1. the day 
that Neil McElroy’s resignation becomes effective. Mr. McElroy’s appointment as Secretary 
of Defense was recently confirmed by the United States Senate. Mr. Morgens has been P&G 
vice president for nine years, including three as executive vice president in charge of the larger 
part of the company’s operations in the United States. He joined the firm in 1933 as a sales- 
man, after receiving his master’s degree in business administration from the Harvard Gradu- 
ate School of Business Administration. He received his B.A. from Washington University. 
In 1934 he went to brand promotion in the ad department. In 1946 he was named manager 
of the ad department. He was made vice president in charge of advertising in 1948 and two 
years later became a member of the board of directors. 





As part of a program of executive development that has been in the works for the last few 
years, Charles V. Skoog Jr. has been named president of Hicks & Greist, New York. He 
has been with the agency for 10 years, serving as copywriter, copy supervisor, account ex- 
ecutive, merchandising director and group supervisor. Other agency appointments, in the 
design to turn management over to younger men are Harry L. Hicks Jr., supervisor on the 
Dixie Cup and Beefeater gin accounts, who becomes executive vice president; Kenneth A. 
Hamilton, director of the industrial division, who becomes treasurer, and H. Leslie Hicks. 
who was named vice chairman of the board. Harold Greist moves up to chairman of the board 
from the presidency. Hicks & Greist, hopeful of considerable growth with the management 
shifts, now bills $7 million, with close to $2.5 million going into radio and television. 





Joseph H. Ream has been appointed a vice president of the Columbia Broadcasting Sys- 
tem in charge of the Washington, D. C., office. He takes over his new duties Sept. 16, succeed- 
ing the late Ralph W. Hardy. Returning to CBS after five years, Mr. Ream was first with 
the network in December 1934 as general attorney for the corporation. In 1938 he was 
elected secretary, became a vice president in 1942, was named a board member in 1945 and 
became executive vice president in 1947. He resigned for personal reasons in 1952, and since 
that time has resided in Tallahassee, Fla. For the last year he has served as deputy director 
of the National Security Agency in Washington. Mr. Ream is a native of Bedford. Iowa. 
He received his first college degree at the University of Kansas, and went on to get his degree 
in law at Yale University. 





California investment banker Borge Hansen-Moller has been elected to the board of 
directors of the Chromatic Television Laboratories, the wholly owned Paramount Pictures 
Corp. subsidiary that has the Lawrence color television tube. In addition to his banking affilia- 
tions, Mr. Hansen-Moller served with the U. S. Treasury Department during World War Il 
and has been vice president of the International Bank, Washington. Paramount president 
Barney Balaban was elected to the Chromatic board at the same time. According to Paul Rai- 
bourn, Paramount vice president and chairman of the Chromatic board, Mr. Hansen-Moller 
will supervise the planning and organization of Chromatic’s facilities to prepare for another 
introduction of the Lawrence tube to the communications field and the public. The two new 
board members bring the number of Chromatic directors to seven. 





With peak creative activity in the future, Screen Gems has added Henry S. White to the 
staff for creative operations. He takes over a new post, director of program procurement. In 
his new assignment for the Columbia Pictures television subsidiary, Mr. White will seek to 
bring notable independent producers, directors, writers and performers into the Screen Gems 
fold. Mr. White will also continue as director of advertising and promotion, a position he has 
held since he joined Screen Gems in February 1955. His new appointment completes the or- 
ganization of the company’s program-development operation. There are now six top execu- 
tives in the department. On the west coast are Douglas Whitney, v.p.. programming; 
William Sackheim, program development; William Froug and Winston O'Keefe, producers. 
In New York Steve Krantz is director, program development. 
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RADIO & TELEVISION 
COMING! 


Greatly Expanded TV Coverage 
from a New 1000 ft. Tower 
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REPRESENTED BY AVERY-KNODEL, INC. 





Only ONE is atop the 
Continental Divide 


Serving both the Atlantic and 
Pacific Sides of America 
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Every cloud has its silver lining: 
We were stopped on the avenue the 
other lunch time by that ubiquitous 
savant, an industry observer, who ob- 
served: “It’s too bad that ABC had 
to let go of Kukla and Fran. But at 
least they’ve still got Ollie.” 

* * * 

Rhino bites man: A recent press 
release indicates a sign of something 
or other. In the Gross-Krasne pro- 


duction, African Patrol, being filmed 
on location, the star of the half-hour 
series discovered that two actors in 
the cast were getting more dough 





than he was. It seems that $500 a 
day was being handed to the husband- 
and-wife team, Al and Amanda, who 
happen to be rare white rhinocer- 
oses. The actor, understandably, finds 
it hard to justify such inhuman in- 
dignity to his purse. 
* * * 

For some time now we've been 
hearing so-called Sick Jokes. These 
are one-liners that are concerned with 
historical disasters. Some examples: 

e “But, tell me, Mrs. Lincoln, how 
did you like the play?” 

e “The music is lovely, Nero, but 
isn’t it getting hot in here?” 

e “Thanks, Eve, I hope it’s a Mc- 
Intosh!” 

But, in a less gruesome spirit of 
enterprise, we'd like to start a collec- 
tion pertaining to our industry which 
we'll call The Last Word. 

e “Certainly, this is a first-class set, 
General, it’s been 
Philco.” 


e“T’'ll be a little late for your show, 


guaranteed — by 


Ed, I’m doing a bit first on Steve 
Allen.” 

e “Well, $10 million is pretty 
steep for a show, Pat, but send me 
a memo on it.” 

at e ae 

As a private service to our legion 
of readers, we pass on the following 
cheering intelligence. A Stanford 
University biochemist, fortunately 
named Dr. J. Murray Luck, predicts 
that in the year 2050 the world’s 
population will be around 9,000,000,- 
000. He foresees a United States total 
of 600,000,000. 

Anybody for cost per million! 


* e * 


Inspired by the flux of new network 
and syndicated shows to hit the tele- 
vision screens this fall, we offer a 
story based on the titles of the up- 
coming offerings. 

On a UNION PACIFIC WAGON 
TRAIN, engineered by CASEY 
JONES, SALLY, who is heading for 
SCOTT ISLAND on a MAN HUNT, 
with TUGBOAT ANNIE as DECOY, 
is to MEET MCGRAW on a TRACK 
DOWN at WELLS FARGO. Mean- 
while,. back at the RANCH PARTY, 
some of the boys—ZORRO, SABER 
OF LONDON, FRANK SINATRA, 
PERRY MASON, PAT BOONE, WAL- 
TER WINCHELL, EDDIE FISHER, 
GEORGE GOBEL, MARTIN KANE, 
CHARLIE CHAN, MICKEY SPIL- 
LANE, a MAVERICK, a THIN MAN, 
THE REAL MCCOYS and some CAL- 
IFORNIANS—are holding a COURT 
OF LAST RESORT for the BACHE- 
LOR FATHER. Just as it seems that 
the culprit is about to have a DATE 
WITH THE ANGELS or, at least, is 
to be sent on ASSIGNMENT FOR- 
EIGN LEGION, our heroine, carry- 
ing a RESTLESS GUN—a COLT .45 
—runs into the conclave of males, 
26 MEN in all. She starts to say, 
“HAVE GUN, WILL TRAVEL, so IT 
GIVES ME GREAT PLEASURE. .. .” 
But she never finishes her statement. 

What’s the rest of THE BIG 
STORY? WHAT’S IT FOR? For our 
answer, we'll have to wait for more 


shows TO BE ANNQUNCED. 
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199,251 Bill Wagners... 


WANE-T'V 


FORT WAYNE 


In 1794, Gen. Anthony Wayne built a fort to fight the Miami Indians. No trace 
of it remains today, but its history lives on in the people that make up 

Fort Wayne, Indiana and the Fort Wayne television market . . . because 

people . . . not sites, make cities and markets . . . people like Bill Wagner, a 
skilled machinist in a factory manufacturing agricultural machinery. 


Prosperous hard-working Bill and his family are typical of the 199,251 television 
families that are the Fort Wayne television market . . . families that look to 
WANE-TV © for their news and entertainment . . . families with 

buying incomes of over $1,250,000,000. 


Smart advertisers want to reach these 199,251 Wagner families. They do it over 
WANE-TV © the leading station in the billion-dollar all-UHF 

Fort Wayne market. Represented by Petry. 

Sources: 15 County Area ARB 2/57; TV Mag. 3/57 & 8/57; Copyrighted . . . Sales Management 1957. 


A CORINTHIAN STATION Responsibility in Broadcasting 


KOTV Tulsa * KGUL-TV Galveston, serving Houston *WANE & WANE-TV Fort Wayne *WISH & WISH-TV Indianapolis 































Wha e Public Service’? 


HUNDREDS OF THOUSANDS 
OF DOLLARS IN COMMERCIAL 
TIME IS DONATED ANNUALLY 
BY WBAP.TYV 


In serving the Great Southwest, WBAP-TV, pioneer station of the 
Southwest, serves the public interest like no other medium of 
communications. Money couldn’t buy the time given to 

public service programming by WBAP-TV! Among the many 
outstanding programs developed and carried by WBAP-TV in the 
public interest are: 


LET’S TEACH, 30-minute weekly program in 

cooperation with the Texas Education Agency, offering 
college graduates a full course of study toward a 
Teacher’s Certificate, in conjunction with Texas colleges 
and universities. Originating at WBAP-TV, to be 
carried by 17 network stations in Texas this fall. 

A big boost to teacher recruiting in Texas! 


i 
CHRISTIAN QUESTIONS, brings together a panel of 
ministers of various denominations, to answer questions 
sent in by viewers. Helping to strengthen the faith and 
understanding of a large segment of Texans, with 

or without a church affiliation. 


























BASIC NBC FOR NORTH TEXAS 


AMON CARTER AMON CARTER, JR. | HAROLD HOUGH | GEORGE CRANSTON ROY BACUS 


Founder President Director Manager Commercial Manage! 


PETERS, GRIFFIN, WOODWARD, Inc.—National Representatives 





